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| A P ersistent Study of the requirements of our customers— 


A Conscientious Effort ‘oct them efficiently 


and economically— 


A Proven Ability to combine 


the information and experience thus accumulated into a series of 
standardized, interchangeable packaging units—have contributed to 


Our Growth in Twenty Years 
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from 1400 square feet (leased) to 70,000 square feet (owned) at 


Our New Address 


477 Watertown Street, Newtonville, Boston, Mass. 


NATIONAL PACKAGING MACHINERY CO. 


Manufacturers 


See our Data 
in the 


PACKAGING CATALOG 
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Colgate & Co. Required 


Modern Packaging 


Cartoning 


Versatile! 


The REDINGTON 


Cartoning Machines 
are easily adapted to 


1. Straight or reverse tuck end 
cartons. 


Glued end cartons. 


2. 
3. Folding and inserting cicrular 
with product. 
Wrapping product before car- 
toning. 
Inserting corrugated protector. 


The very largest or the very 
smallest carton. 





So They Chose the 


REDINGTON 
Type 15 Machine. . . 


Mooern mass distribution demands mass 
production—and above all, speed! Recognizing this, 
our Engineering Staff designed an entirely new 
machine 2 years ago—one that would meet present- 
day conditions with greater speed, yet with utmost 
accuracy, saving of space, handling and labor. 


So when COLGATE & CO. put their problem 
squarely up to us, we had already anticipated their 
needs. The Redington Type 15 was easily and 
quickly adapted to cartoning a tube of Colgate’s 
Dental Cream together with a printed insert at a 
speed hitherto thought not possible! 


No money or labor was spared in building it. The 
elemental difficulties which came up 2 years ago had 
since been smoothed out. As a result the Reding- 
ton Cartoning Machine is a stronger machine with 
more exact alignments, greater accessability in case 
of obstructions, and with a simplified and speedier 
feeding. 


To sum it up, it is better engineered than was ever 
thought possible before. 


—— 





youT 


Can Save ime gat Money; 
= Too Ask Us How: 











REDINGTON ®xis#iee 


“Engineered to the Highest Standards’’ 





for Cartoning—Packaging—Labeling—Wrapping 





F. B. REDINGTON CO. (Est. 1897), 110-112 South Sangamon St., Chicago, U.S. A. 
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asculinity 


Packages for Menr 


The masculine appeal is 
approached through 
strong designs and 
lively colors, calculated 
to intrigue the vigorous 
color sense of the male. 


Your packages must 
also appeal to the wo- 
men as they are large 
purchasers of men’s 
goods-they lean toward 
definite designs boldly 
displayed. 

Approach this market 
with BURT at your 
right hand-do not hesi- 
tate to ask BURT to 


cooperate. 





F-N- BURT COMPANY: Ltd. 


BUFFALO: N-Y- 
Manufacturers of Fine Set-Up Paper Boxes 


| BURT DESIONS 0 CR EATON 


Pr never vet Somaed by 
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How Important Is Glue? 


UN 


Perhaps you think glue is a trifling matter. But, if you use 
adhesives for labeling, wrapping or sealing, your packages 
are either made or marred by the KIND of glue you use. 
Whether your products are put up in cartons or bottles, boxes 
or cans, bags or shipping cases, you need the RIGHT kind 
of glue for YOUR kind of work. 
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Don’t take chances with the kind of glue you use. Don’t 
risk the appearance and merchandising of your products by 
using just any kind of glue that seems to “‘stick.”’ 


(AN 


NCW, 


Consult this organization about adhesives for YOUR par- 
ticular work. We have been making glues and gums for 
almost 50 years. We are today supplying the adhesives 
which complete the outstanding, successful packages on 
the market. 


HH 
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Whether your packaging calls for labeling, wrapping or 
sealing, by hand or machine, we can recommend the 
RIGHT kind of adhesive for your work—and save you 
money. Tell us about your adhesive requirements. 
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The Arabol Manufacturing Co. 


Largest Manufacturers in the World 
of Adhesives for All Purposes 
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NEW YORK: 110 E. 42nd St. CHICAGO: (Cicero) ILL. 
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§ Se Labeling speed- 20 
Labeling | Machine Speed - 60 


Performance ALL-AROUND LABELER 


ANOTHER 1929 


ACHIEVEMENT 
FOR_ 


1 os DLO]. VN 
ENG. CORP 

















DUPLEX LABELER 


from Bromo-Seltzer Installation 


MEETING AGAIN the demand for mass 
production by labeling 2 for 1 without in- 
creasing the machine speed = greater profit 
with economy of floor space. 


Filler and Capper and DUPLEX LABELER = 
335 gross per day. 


For further information write— 


A iLie 


Ta, Bie 
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LONDON: WINDSOR HOUSE, VICTORIA ST., S.W.I. 

























Try this 
water-test... 


= Wy 






















PATERSON Genuine 
VEGETABLE PARCHMENT 
stands up I 















HIS page and the following one 
are Paterson Genuine Vegetable 
Parchment, 30 lb. basis. 











Here is a good chance to see how 
moisture-proof the sheet really is. 









Try it now. Tear off the next sheet. 
Soak it in water, hot or cold. Crumple 
it up. Squeeze it. Repeat. Then 
stretch it out. 



















Now take a sheet of any other kind 
of paper. Give it the same identical 






water test. See the difference. 





The Paterson Parchment Paper Company 
Original Makers of Genuine Vegetable Parchment 
PASSAIC, NEW JERSEY 
Chicago San Francisco 
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S| he Sunrise Line 


Beautiful sample books of fancy papers 
are ready. You may have the com- 
plete line on your desk by sending us 
your address. 


The Sunrise Line 


MADE IN AMERICA—STOCKED IN PHILADELPHIA 
PRICED TO SUIT EVERY REQUIREMENT 
OUR BUSINESS CONFINED EXCLUSIVELY 


TO THE SUPPLYING OF SALES-COMPEL- 
LING FANCY PAPERS. 


PRIVATE DESIGNS TO ORDER. 


Address Dept. *‘C”’ 


MATTHIAS & FREEMAN PAPER CO. 


MANUFACTURERS DISTRIBUTORS 
BOX COVER PAPERS 


143 N. FIFTH ST. PHILADELPHIA, PA. 
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Modern _Packaging 


THE WORK OF MANY MACHINES COMBINED IN ONE 
HIGHLY EFFICIENT WRAPPING UNIT 


or nal asin screamin bly Seite ig a 


Si catindioan stadlienibaskeaiece 











A highly efficient wax wrapping unit, operating entirely without cams, and noiseless in operation. 


Capable of handling many sizes, or one size, with timed to synchronize with the machine’s operation. 
equal efficiency at speeds of 55 to 80 per minute. 
Under special construction speeds to 125 per 
minute are developed. 


Continuous steady operation for the machine— 
changing from size to size as production warrants. 
(The machine can be changed from size to size in 
Mode! 33 can be handled in any packaging line with five minutes’ time. It is not a matter of adjust- 
automatic hook-up. Each package regard'ess of ability, simply a definite exchange in equipment, 
position upon entering the machine is automatically exactly built for the package to be wrapped.) 





View of aye equipment change, necessary to change package View of typical package combinations that can be 
sizes. Time of change, 5 to 10 minutes. grouped on one machine. 


Perhaps in your plant the daily total of packages, hand wrapped, warrants the 
installation of an automatic machine (possibly a group of your odd sizes), but 
this total may be the combination of two or three, sometimes more, sizes. 


Separately they do not warrant individual wrapping machines 
for each size, but in combination you could make a large saving 
over hand wrapping. 


If so, we have an interesting message for you. 
For Particulars 
Mail sizes or sample packages with brief description 


TO 


BATTLE CREEK WRAPPING MACHINE COMPANY 


Manufacturers of Automatic Wrapping Machinery 
See our Data 


BATTLE CREEK, MICHIGAN PACKACING CATALOG 


London Office: C. S. duMont, Windsor House, Victoria St., Westminister, S.W.I. 





THEO.A SCHMIDT 
LITHO COMPANY’ 


COLOR 
LITHOGRAPHY 


Gay! Unique! Exotic! 


Brimming with personality. 


en Color and design will carry the 


/ 1050 Fullerton Ave. \ 
Be CHICAGO se 


appeal of your merchandise straight 
to the hearts of those you wish to enjoy 
the things you make. Desire creates 
sales, All women and most men 
instinctively desire that which 
is pleasingly packaged. 


Bunpine package personality is an 


(OVER) | 


~ 





art which demands rare skill and wide 
experience. In our organization are 
men who have both in abundance. This 
ability is yours for the asking. No mat- 
ter what you want to package—a food 
—a toy—a confection —a perfume or 
toiletries — anything which requires 
either a box wrap or a label, men of 
experience who know the public tastes 
and desires will gladly help you to give 
your merchandise personality which 


appeals. 


Merchants find our Christmas gift 





dressings a means of attracting many 
extra sales. Our new designs are ready 


for inspection. 


If you want a package which will give 
you publicity — favorable publicity — 


we beg the privilege of serving you, 





May we have that privilege ? 


THEO. A. SCHMIDT LITHO CoO. 


1050 Fullerton Avenue Chicago, Illinois 
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Dynamique~— 


yes, but in PINCO PAPERS ‘you will find the 
new art trend, conservatively developed—re- 
sulting in papers of refinement, character 
and sales-intriguing appearance. 





FINCOFAPERS 


INCORPORATED 


NEW YORK OFFICE NINTH, BAILEY AND ERIE STS. CHICAGO OFFICE 
Room 710—225 Fifth Ave. CAMDEN, New Jersey 1566 Conway Bldg. 








Modern Packaging 


DOMINANCE 


HE dominant position occu- 
pied by the Hartford City 
Paper Company is based on the 
principle that users of Glassine and 
greaseproof papers must be given 
a product that will not only fore- 
stall packaging difficulties, but 
guarantee constant package pro- 
tection. 








Our success has been caused by a 
close allegiance to these policies in 
the interests of the users of Hart- 
ford City Papers. 


Specializing in Glassine, plain and 
embossed; Greaseproof and Man- 
ifold papers, 1244 to 50 pounds; 
also Die Cutting. 
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HARTFORD CITY PAPER COMPANY 


NEW YORK OFFICE TY CHICAGO OFFICE 
1001 WOOLWORTH BLDG. HARTFORD CI ® IND. 616 FIRST NATL BANK BLDG. 





When launching a new 
product consult Ritchie 
—designers of contain- 
ers of cleanliness, sleek 
appearance and fastidi- 
ous appeal. 


Your merchandising 
problems can be solved 
by proper packaging. 
Ritchie boxes, for 
beauty and utility, are 
lighting the highways of 
business. 














From _ pharmaceuticals 
to fripperies, pencils to 
peanuts—Ritchie boxes 
are leading the “over 
the counter” sales pro- 
cession. 


Uniformity in produc- 
tion typifies Ritchie 
boxes—there are never 
any “culls” to increase 
your packaging costs. 











The design of a can for any commodity demands an exact understanding of trade 
needs and requirements, packaging machinery methods and an up-to-date knowledge 


of the latest developments in container design. 


In the above Ritchie excels and the experience of the Ritchie organization in produc- 
ing fibre cans of every conceivable variety is at your disposal. Calling in a Ritchie 
Package engineer means the solution of your can problems. f 


Fibre cans, metal top and bottom; fibre cap, fibre bottom; sifter, sprinkler 
or lift top. Printed in two or three colors or ready for wrap or label. 
Also parafhned. 


FIBRE DIVISION 


WC DICH eCOMPANY 


851 West Van Buren Street. Chicago, Ill. 


L. H. BRODRICK SAM O. RAUH STRIEBY and BARTON 
New York City Cincinnati, Ohio Hollywood, Calif. 








Prepared and printed by 
Service Department, 
“Modern Packaging” 





Wm 


i 


11 


March, 1929 


JOHNSON AUTOMATIC WAX WRAPPERS 


are now available in Four Models 


The Size of Your Package 
Determines the Proper Model 





MODEL H 
(i" x 2" x 3") 





MODEL G 
(2" x 4” x 6”) 


JOHNSON Automatic WAX WRAPPER 
What This Means to the Purchaser 


HE model you purchase is designed and built specifically to 
wrap packages within a reasonable range of the dimensions 
of your package. On account of this fact, the necessary adjust- 
ments for packages within this range can be reduced to a mini- 
mum and, when the machine is once adjusted for a package, it 
operates on that package with the efficiency of a single-purpose 


MODEL F Z 
unit. 


(4” x 4” x 8”) 





A JOHNSON Packaging Engineer will advise with you on 
invitation. There is no obligation incurred in a request 


for his helpful services. 











JOHNSON AUTOMATIC SEALER CO. 
Battle Creek, Michigan, U. S. A. 


New York, 30 Church St. Chicago, 228 N. LaSalle St. 








See our Data 
in the 


(3” x 8” x 15”) PACKAGING CATALOG 
Net Weight Scales; 


Gross Weight Scales; 
Bottom and Top 


H Ni -s Sealing and Lining 
Machines (with or 
without automatic 
4 oS carton feeders). Wax 
(fra s . ine Wrappers. 


AUTOMATIC PACKAGING MACHINERY 
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ANY a plant finds its greatest 
competition within itself. 





An antiquated machine or method 
often is the determining factor be- 
tween profit and loss. Trying to 
get a profit and production out of 
old machines simply cannot be 
done. 


Investigate PETERS MACHINERY 
to modernize your plant and to see 
that you have concrete evidence of 
profitable production. 


There is a PETERS Engineer at 
your beck and call. 


CARTON-FORMERS and LINERS; 
FOLDING, CLOSING, WRAPPING 
and SEALING MACHINES 




















PETERS MACHINERY COMPANY 
GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
CHICAGO.US.A VAN 
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al ALL ADVERTISING IS 
FOCUSED ON THE SAME OBJECT 
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LL your advertising and sales efforts are focused on one object—your 
product at the point of sale (where the buyer finally makes up his mind). 


Do not allow the powerful rays of advertising and selling to shine against a 
blank wall. Place your product in the spotlight by getting it on the dealer’s 
counter in attractive and appealing display containers. 


The Rochester Folding Box Co. can supply you with unique and valuable 
display media which will attract attention and sell your product. 


NLM SMES ES ET EDEL ADELA LL LTTE Sibi 8 BP 
Rochester Folding Box Co. 


Lithographers 


MAIN OFFICE AND PLANT: ROCHESTER, NEW YORK 


New York Office Chicago Office Philadelphia Office 
280 Madison Avenue 1314 E. 54th Street 328 Chestnut Street 
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OU eannot overlook this 
complete service. 


We can furnish packaging or filling 
machines to handle practically any 
kind of material. 

The Stokes & Smith line includes: 
FILLING MACHINES 
CARTON TOP and BOTTOM 
SEALERS 
GROSS or NET WEIGHT SCALES 
ENVELOPE SEALERS 
CARTON FILLING and SEALING 
MACHINES 
TIGHT WRAPPING MACHINES 
operating at from 15 to 70 per minute. 
Whenever you consider packaging 
machinery, investigate the complete 


service and broad experience offered 
by Stokes & Smith. 






































STOKES & SMITH COMPANY 


PACKAGING MACHINERY 
FRANKFORD, PHILADELPHIA, U. S.A. 
LONDON OFFICE—23 GOSWELL RD. 
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CONSUMER’S ACCEPTANCE 


Clean, appetizing, fresh and attrac- 
tive—that’s the way your preducts 
look when carefully wrapped in 
RIEGEL’S WAXED GLASSINE. More 
salable, too, for isn’t it natural to 
have preference for and to buy a 
product that is well protected and 
in good condition? Write for sample 
sheets of RIEGEL’S WAXED 
GLASSINE. Experiment with the 
samples—see how Glassine enhances 
the appearance of your package 
and fully protects it. 


Important to you, from a profit 
standpoint, a film of wax makes the 
Glassine paper impervious to Grease 
or Dampness. Why “from a profit 
standpoint”? Because a wrapper of 
RIEGEL’S WAXED GLASSINE 
protects food products and the like 


_from harmful atmospheric condi- 


tions; the product is delivered to 
the consumer in first class condition, 
which means increased consumer 
acceptance, more sales, hence more 


profits for you. 


MADE ONLY BY 


THE WARREN MANUFACTURING COMPANY 
342 MADISON AVENUE 


PROTECTS 


New York City 


DISPLAYS 
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THE ILLUSTRATION SHOWS A STANDARD SEALING UNIT USED FOR SEALING SOLID FIBRE CASES PACKED WITH RAISINS. 


This Machine has a Capacity of 


700 Cases Per Hour 


and is 100% Automatic 


The loaded cases, with tops and bottoms unsealed, ap- 
proach the Gluer on the conveyor shown in the right of 
the illustration, and are timed into the Sealing Unit 
where adhesive is applied and the flaps are folded in 


proper position, both top and bottom, simultaneously. 
Write our Engineering Department See our Data 


if you have a sealing problem PACKAGING CATALOG 


MAILLER SEARLES, INC. 
135 Fremont St. CHICAGO, ILL. 
San Francisco, Cal. 208 West Washington St. 
JOHN F. WILLARD & SON LONDON, ENGLAND 
Windsor House, 


335 E. 4th St. 
Victoria Street, S. W. I. 


vitthaa ecdmcam SEALING EQUIPMENT CORPORATION 
Rawson Street and Queen’s Blvd., LONG ISLAND CITY, N. Y. 
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BOX 
POWER 


The main reason for box or package coverings 
is to create sales of merchandise. 


Specialty Papers by Dejonge give more than 
mere appearance to boxes; more than beautiful 
colors and unique designs. They give BOX 
POWER .... attention compelling selling 


power! 


Send in the coupon below for the latest Dejonge 
sample book showing Specialty Papers by 
Dejonge which assure BOX POWER. 


NEW YORK (2@=™e828) CHICAGO 


PHILADELPHIA 


LOUIS DEJONGE & CO. 


COUPON Fr Se 




















— .92e¢ 2s 6fthlWUe Om 


Louis Dejonge and Company, Dept. C., 
69 Duane Street, 
New York City. 


Kindly send me sample book number 206. 











Tear out this page 
and file it with 
what other informa- 
tion you have relat- 
ing to Specialty 
Papers by Dejonge 
that give power to 
boxes. 


———— 
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Check up on 
this Salesman 


Is your package 
doing a real 
selling job? 


OU are constantly checking up on your sales 
force. May we suggest that it might pay you 
also to check up on your package —a very impor- 
tant sales element in the business. /s it doing a real 
selling job? —in the light of modern competition? 
There are numerous modern refinements which 
add greatly to the sales-appeal of a package, without 
in any way affecting its well-known characteristics. 


Modern Improvements in Wrapping 


There is “Cellophane”’, for example—that glis- 
tening transparent material which adds so much to 
the quality of a package. “Cellophane” can now be 
wrapped by machine. Seen through “Cellophane,” 
the colors of your package will take on new life and 
interest—it’s like a beautiful coat of varnish on a 
painted surface. 

If your goods are now sold in printed cartons, 
consider the improvement which a printed wrap- 
per would make—wrappers lend themselves to 
much finer printing than carton stock does. 

Your product may be losing some of its quality 
by lack of sufficient protection. A waxed-glassine 
wrapper will keep the goods fresh and wholesome 
fora longer time. And when the user removes the 
outer wrapping, she has a package as clean and 
fresh looking as when it left your factory. Many 
manufacturers feature this protection in their ad- 
vertising — Loose-Wiles Biscuit, for example. 


New Forms of Wrapping 


Often it is decided to market a product in an 
entirely new form of wrapping. Cough drop man- 
ufacturers are now putting out their product in 
tablet form, wrapped in foil in the way fruit drops 
and mints are wrapped. In such cases, we usually 
have a machine to fill the new need. 


Send us your Package 


We have worked for the package goods industry 
since its infancy. We built the first wrapping ma- 
chines for most of the well-known brands which 
today are household words. 

Why not put our expert skill and experience 
to work for your business? Send us a few of your 
packages, telling us approximately how many you 
want to have wrapped per day. We will then ad- 
vise you whether or not we can suggest improve- 
ments in wrapping, or perhaps savings in cost. 
Get in touch with our nearest office. 


PACKAGE MACHINERY COMPANY 
Springfield, Massachusetts 


NEW YORK: 30 Church St. 
CHICAGO: I11 W. Washington St. 
LONDON : Baker Perkins, Ltd., Hythe Road, N. W. 10 
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... tO the last few grains 


In a nutshell, this is the story of the No. 
200 Automatic Continuous Stream Scale. 
This type of scale, with its double unit 
weighing feature, has been in successful 
operation in a number of representative 
drug and chemical plants throughout the 
United States for many years. 

It is particularly adapted for use where 
fairly free flowing materials are to be 
weighed into containers of from one to 
twenty ounce capacities. 

The supply chute is electrically actuated 


to direct the material alternately from one 
scale hopper to the other, so as to give 
ample opportunity for accurate weighing 
of the last few grains without slowing the 
speed of operation. 

The result is that 90% of the containers 
are filled to balanced weights, the re- 
mainder to within less than 1/16 of an 
ounce...all at a speed of from 45 to 65 
per minute, according to the material 
weighed. 

Send for descriptive literature today. 


AUTOMATIC WEIGHING MACHINE DIVISION 
AMERICAN MACHINE & FOUNDRY CO. 


Sales Offices: 
5502-5520 Second Ave., 


511 Fifth Ave., New York, N. Y. 


BROOKLYN, N. Y. 


@) AUTOMATIC MACHINERY @ 
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A message to every man 
who has ever bought cartonse 


Youve learned what it is to find a bargain in cartons! 

Upon analysis can you be sure it is a bargain? 

Somewhere along the line a saving must be made and the ax falls 
on the box board. 

If you get anything less than American Clay Coated Box Board— 
it’s no bargain. 

American Clay Coated Box Board protects your interests not only 
in the fabrication but in the shelf life and shipment of your 
cartons. 


INSIST ON AMERICAN CLAY COATED BOX BOARD! 


American Coating Mills 
Elkhart, Indiana 


Eastern Sales Office Chicago Sales Office 
501 Fifth Avenue, New York City See our Data 2033 Builders Bldg. 


in the 
PACKAGING CATALOG 


AMERICAN CLAY COATED BOX BOARD 
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speed speed.... 
a few minutes saved on each 
stitching job means a tremendous 
lowering of costs and a big in- 
crease in a year’s production. 





Your early investigation of BLISS 
MACHINES (there is one es- 
pecially fitted for your problem) 
will show you that BLISS 
STITCHERS are one to two 
hundred stitches per minute the 
faster. 


This means more finished con- 
tainers per day. 


By all means take advantage of an 
early call of a BLISS representa- 
tive at no obligation on your part. 


H. R. BLISS COMPANY, Inc. 


NIAGARA FALLS, N. Y. 
50 Church St., NEW YORK Transportation Bldg., CHICAGO 











Dodson Printers Supply Co., Harry W. Brintnall Company 
75 Forsyth St., S. W., 51 Clementina St., 
ATLANTA, GA. SAN FRANCISCO, CALIF. 





MANUFACTURERS OF WIRE STITCHING AND ADHESIVE SEALING MACHINERY FOR FIBRE CONTAINERS OF EVERY DESCRIPTION 
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modernistic 


and 
modern 


The modern design is 
here to stay. The Cubist 
or modernistic may come 
back as history usually 
repeats itself. Color is 


the trend of these times. 


That is why Forsman’s 
box tops are so popular 


and sell merchandise. 


CH.FORSMAN Co. 


MAIN OFFICE AND FACTORY 


318-326 West 39th Street 
NEW YORK 
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THE BUTTERFIELD-BARRY COMPANY 


Sole Distributors 
OLDEST ESTABLISHED PAPER BOARD DISTRIBUTORS IN AMERICA 
174 Hudson St. New York 
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FLASHLIGHT! 


y aes is veritably the Age of Color. 
King Color now rules... Brilliant 
harmonies in box decoration, inside 
and out, are the vogue. Daring 
effects, yet artistic creations un: . 
thought of before are being in- 
troduced ... Collins offers a 
sparkling addition to the 
FLASHLIGHT Box Paper Series 
—No. 72—made in Blue, Terra 
Cotta, Red and Green. Of 
course you will want sample 
sheets. By all means 
send for them to-day. 
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Courtesy of Frank P. Lewis Cigar Co. 


Cardboard carton contains eight five-packs and ten individuals—all wrapped in transparent Moistureproof Cellophane. 


This wrapper builds volume 


HE cigar industry today offers a striking example 
of how Moistureproof Cellophane may be used 
profitably and economically. 

Moistureproof Cellophane units in attractive, color- 
ful packages invite display. The Moistureproof Cello- 
phane acts like a humidor—keeps cigars fresh, guards 
against damage from buyers’ fingers, prevents wrap- 
pers from cracking and unfurling. 

Many manufacturers in this and other industries are 


building volume and profits with this 100% tians- 
parent Cellophane wrap. Our Package Development 
Department will be glad to work with you in de- 
veloping a satisfactory wrapper for your own prod- 
uct. Send us a sample and let us return it wrapped 
in Cellophane. 

Du Pont Cellophane Co., Inc., 2 Park Avenue, New 
York City. Canadian Agents: Wm. B. Stewart & Sons, 
Limited, Toronto, Canada. 


Cellophane 


lose sheets and films, developed from pure wood pulp (met a by-product). 





Cellophane is the registered trademark of Du Pont Cellophane Company, Inc., to desig 
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The Chamber of Commerce of Worcester, 
Massachusetts, proudly throws the 
searchlight of publicity on the products 
of this great manufacturing community, 


IONEER in the field of the auto- 
matic labeling of bottles, jars, and 
other packages, Economic Machinery 
Company produces labeling machines 
which affix labels uniformly at great 
labor-saving costs. 
This Company manufactures three general 
types of machines known in the industry 
everywhere as World Labelers. 
Junior World Labeler is made to meet require- 
ments of thesmaller plants of beverage bottlers, 
preservers, manufacturing chemists and others 
who use round bottles, tumblers or small 
containers. 
Improved World Labeler is the first machine 
produced which affixes body and neck labels 
at one operation. 
Rotary World Labeler, high speed, full auto- 
matic, is the highest type in the development 
of high speed automatic labeling and foiling 
machinery. 
A summary of Worcester products is printed 
at the bottom of this advertisement. Com- 
plete information relative to any of them will 
be gladly supplied upon request. 


Worcester Chamber of Commerce 
Worcester, Massachusetts 


MADE IN WORCESTER, MASSACHUSETTS 


Some of Worcester’s 500 manufacturing plants are the world’s largest producers in their lines. 
Among the thousands of products are the following leaders: 


ABRASIVE PRODUCTS DROP FORGINGS LUNCH CARS REFRACTORIES TEXTILES 

AUTOMOBILE PARTS DRYERS MACHINE TOOLS ROLLING MILLS TEXTILE MACHINERY 
BELTING ENVELOPES MICROMETERS ROTARY PRESS BLANKETS TIRE FABRIC 

BLOWERS FIREARMS MILLING MACHINES SCREWS VACUUM CLEANERS 
BOILERS FIRE ALARM SIGNALS MUSICAL INSTRUMENTS SHOES VALENTINES 

BRUSHES FLOOR TILE OVERALLS SKATES WALL PAPER 

CARPETS AND RUGS GRINDING MACHINES PAPER MAKING MACHINERY SMALL TOOLS WATER METERS 

CASTINGS GRINDING WHEELS * SOLE LEATHER WIRE 

CHAIRS HARDWARE SPRINGS WIRE FABRICS 

CHAINS LABELING MACHINERY SPRINKLERS WIRE GOODS 

CORSETS AND UNDERWEAR LATHES STOPS AND VALVES WIRE MACHINERY 
CRANKSHAFTS LEATHER GOODS STOKERS WOOD WORKING MACHINER' 
DRILLING MACHINES LOOMS STRUCTURAL STEEL WRENCHES 3 




















MANUFACTURERS 


OF 


FINE COLOR LITHOGRAPHY 


ADVERTISING DISPLAYS — POSTERS — WINDOW CUT-OUTS 
DIRECT MAIL LITERATURE — BOX WRAPS — FANCY COVERINGS 
PACKAGE INSERTS—MAGAZINE COVERS —GREETING CARDS 
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R. R. HEYWOOD CO., Inc. 


MAIN OFFICE AND PLANT 


26th STREET at 9th AVENUE 
NEW YORK CITY 


BRANCH OFFICES 


CHICAGO PHILADELPHIA TORONTO SAN FRANCISCO 
565 W. WASHINGTON BLVD. 914 DREXEL BLDG. 21 KING ST., EAST 2260 N. POINT ST. 
Mr. Paul Pierson Mr. Joseph Bromley Mr. W. P. Bennett Mr. Bert Werner 
Resident Manager Resident Manager Resident Manager Resident Manager 
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This machine, one 
of the many Hoep- 
ner Automatic Unit 
Systems, weighs, fills 
and sews 30 one- 
pound paper or cot- 
ton bags a minute. 
Handles any free- 
flowing material. 
Other Hoepner 
equipment weighs 
and fills up to 100 
packages a minute. 


Put your Packaging 


Problem up to 


HOEPNER 


HETHER you pack in car- 
tons, cans, paper or burlap 
bags, envelopes or cotton 


sacks, Hoepner equipment will weigh, 
fill, seal or sew your package at any 
rate of production desired. And it is 
all done on one machine—a single 
responsibility for the completed 
package. 

The Hoepner combination shown 
below weighs, fills and stitches paper 
or cotton bags. It has two conveyors. 
One is equipped with holders over 
which the empty bags are pushed and 
which act as forms when the bags are 
being filled. When the empty bags 
come into the filling position, they 
rest on the other conveyor belt, elimi- 








One guarantee, 
backed by Hoep- 
ner’s thirty years of 
experience, covers 
all three opera- 
tions, weighing, 
filling and sewing 
the package. 














Cc. 














nating any strain on the bag holders. 
As the filled bags move away from the 
filling spouts, the holders are auto- 
matically withdrawn. An operator 
folds the tops of the bags and runs 
them through the stitching head. 


This machine handles any free- 
flowing material and has an output of 
30 bags a minute—weighed, filled 
and sewed. It can be supplied without 
the stitching machine, if desired. 


100 Packages a Minute 


Other Hoepner equipment handles 
larger and smaller weighments up to 
100 packages per minute. Whatever 
your dry-filling, packaging or bag- 
ging needs, we can help you. 


Write our Engineering Depart- 
ment, sending a sample of your pack- 
age and material, and a brief outline 
of your requirements. Our Engi- 
neers will give you constructive aid 
that will speed up production, cut 
packaging costs and utilize floor space 
to best advantage. No charge for this 
service and at no obligation. Put your 
problem up to Hoepner. 


Packaging Machinery 
1400 WEST AVENUE, BUFFALO, N. Y. 


HOEPNER AUTOMATIC 
MACHINERY CORP. 


Designers and Makers of Automatic Weighing and 
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He needed a machine that didnt exist 


Because of the strictly confidential 

nature of our service, the name of 

this company and the intimate de- 

tails cannot be published . . . But as 

much as is told here is absolute truth, 
based on actual fact. 


E WAS facing a condition 
H that seemed hopeless. For 
months he had stood by help- 
less, watching one operation in his fac- 
tory slowing up his whole production, 
wasting time and money and most of 
all, valuable raw material, because it 
had to be performed by slow, inaccu- 
rate hand labor. No machine had ever 
been built to do this particular job. 
@ Then he saw one of our advertise- 
ments. A few days later he was in the 
office of our chief engineer with the 
advertisement in his hands and a mul- 
titude of questions on his lips. Could 
we design and build a machine that 
would enable him to cut down his 
excessive spoilage, speed the process, 


help him to stay ahead of competition? 


he saw our 


advertisement 


A 
MACHINE 
can do 
it / 


Special 


@ Just a month later our chief 
engineer submitted detail 
drawings of the machine that 
this manufacturer needed but 
could not buy. It is now being 
built and will pay for itself in a 
short time through the savings 
it will effect in his production. 
q This is an instance of but one of the 
many ways Special Production Ma- 
chines, Inc. is helping manufacturers 
to make bigger profits through better 
production. In some plants we have 
speeded up existing machinery to new 
production records. In others we have 
made semi-automatic machinery com- 
pletely automatic. Our work includes 
the solution of any problem pertain- 
ing to production. 

@ May we send you a booklet giving 
complete details of our service and 
method of operation. Address your 
letter to Special Production Machines, 


Inc., Norfolk Downs, Massachusetts. 


PRODUCTION MACHINES 


A Division of PNEUMATIC SCALE CORPORATION , LIMITED 


For over thirty-five years Pneumatic Scale Corporation, Limited, has manufactured auto- 
matic labor-saving machinery for many of the world’s largest producers of merchandise. 
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BOX COVERINGS 


A Beautiful, Modern Design 
(exclusive with Middlesex) 
now in stock in nine 
authentic fashion 
colors. 
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Sample sheets are ready for immediate mailing. 
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Dissatisfied with Production? 
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Re-make your busi- 
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ness with the accuracy 





and speed of Ferguson 






Packaging Machinery 













Ferguson Carton Sealing Machine with Automatic 
Carton Feed and Net Weight Scales 





No amount of first class hand-packaging can 
make a business today keep pace with the 
production it needs for modern profits. 
Modern production methods are based on 
mechanical packaging. 













Ferguson Packaging Machinery has shown 
famous manufacturers such profits as they had 
dreamed of. Accuracy of the Ferguson Auto- 
matic Seales alone, in use on the Carton Seal- 
ing Machine, is saving many concerns thou- 
sands of dollars a year. 






{~ FERGUSON ~\ Besides, Ferguson machines affect great 
PRODUCTS savings in labor and in floor space, thereby 
CARTON SEALING lowering production costs as well as improv- 


MACHINES ing carton appearance. 


AUTOMATIC SCALES 
AND FILLERS 
CARTON FORMING It is better business to pack 

MACHINES with Ferguson Machinery 
AUTOMATIC CASE 
PACKERS 


CONTAINER SEAL- 
ING MACHINES 
See our Data 


SALT CAN FILLING in the 















chang KAGING CATALOG 
FERGUSON ROTARY PACKAGING 
SHRINKERS 
SPECIAL MACHIN- 
ERY, DIES, ETC.,ETC. Ask to Consult with a Ferguson Engineer 
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Better Boxes for Postal Shipping 
Safe, Attractive, Economical 





; is the first impression you want the receiver to 
get from the container in which you mail your catalog or 
merchandise? Isn’t it one of satisfaction over: its appear- 
ance, the condition in which it arrives? Is it wise to take 
the chance of making a wrong start in a doubtful effort to 








Mason Letter Box make money? 








(J The economy in using Mason Mailing Boxes begins 
in your own shipping department. They need no wrapping 
or tying, no sealing with wax or tape. A boy can put them 
together in an instant and the strong metal clasps with 
their smooth, rounded edges hold the box securely. Mason 
Mailing Boxes keep shipping costs down, increase speed 
in handling, reduce weight, improve package appearance 
and give absolute protection. 








Ask our 
. . » Postal Shipping Expert 


Whatever your postal shipping requirement we either have in stock 
or can supply the right box for the purpose. Describe your product, 
give its size and weight and we will send sample containers and full 
information. We have no distributors. Mason Boxes are sold direct 
from factory to you. Prompt, satisfactory service to mail shippers 
throughout the country. > % <, > > 





























Ma/on 


Modern Mailers 


For Returnable Shipments MASON BOX COMPANY ATTLEBORO FALLS, MASS. 



































FOLDING 
CARTONS 


ExTRACH company's 


Cold Cream For Cleansing 


HERE was a time when gooey, sloppy soap was carried home in a 

can and coffee beans came in a paper bag, like roasted peanuts. 

That happened in the Middle Ages of merchandising, before the 

colorful days in which we are living. The Folding Carton now 

gives the necessities and luxuries of life, which so closely overlap that it is 

hard to discern one from the other, a badge of quality and a frank bid for 

better acquaintanceship. The merchandiser has been awed into deep respect 

for the public’s critical knowledge of what is correct in line, color and design 

and the relentlessness with which its thumbs are turned down where con- 
sistent expertness and good taste are lacking. 














ROBERT GAIR COMPANY 





GAIR EXER 


The “‘seven lamps” of Folding Carton construction: 


I. Generous lines. A pound is a pound, but sometimes does not look it. Do the propor- 
tions of your Folding Carton express bulk and weight impressively and correctly? 
Physically, your Folding Carton should resist the nudge of neighboring objects for 
attention. 


Symmetry of form is akin to consistency of thought. If your Folding Carton lacks 
symmetry, the mind won't bother with what the eye resents. 


Accuracy of die, bent and seam ensure a smooth-running production day in your fac- 
tory. Your automatic filling machine throws the light of a searching lamp on Folding 
Carton construction. 


Design is the countenance of your Folding Carton. It must be made to stay young. 
Is your product for a whole generation? Then the Carton that cloaks it must be as 
suave in the future as it is today. 


Color with sunshine in it, used carefully. Ivy green antagonizes ground cottee; gera- 
nium red blazes too much for a breakfast food and lemon yellow paralyzes faith in a 
cosmetic. 


Message: The concentrated light of all the lamps should focus on the message, the 
trade mark, the symbol that personalize your Package. 


Substance: Box Board ofa texture, pliability and color that are in sympathy with good 
printing and lithography. Box Board adapted to multi-colored Cartons for fine pur- 
poses, or to the practical sort that reach the pantry shelf. 


Creative and Design Department of the 


ROBERT GAIR COMPANY 
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Modern Packaging 











MODERN PACKAGING 


11 Park Place, New York, N. Y. Copyright 1929. 








VOLUME TWO 
NUMBER SEVEN 


New York, March, 1929 


$3.00 FOR THE YEAR 
35 CENTS A COPY 





Pharmaceutical Packaging 


Methods 


An Important Group of Drug Products, Enjoying Almost Universal Distribution, Is Produced 
and Packaged by Modern Methods 


pany of Norwich, New York, 

manufacturers of nearly four 
hundred drug products, is best known 
through its most widely advertised 
product, Unguentine. This 
salve, compounded of many 
healing and soothing in- 
gredients, is employed in 
the treatment of burns and 
enjoys world-wide popu- 
larity. This is due, not 
only through the excel- 
lence of the product, but 
also to the extensive ad- 
vertising campaign con- 
ducted by this company 
which has resulted in al- 
most universal acceptance 
of the product as the most 
effective treatment for 
burns, scalds and similar 
injuries. 

The character of the 
product itself is such that 
many difficulties were en- 
countered in its packaging. 
For the initial packaging 
step it was decided to make use of 
aluminum tubes to contain the prod- 
uct and these are now a standard. As 
the salve hardens slightly in cooling 
the tubes must be filled as soon as 


f 4HE Norwich Pharmacal Com- 


By K. M. REED 


the product leaves the mixing vats. 
Furthermore, the salve must be 
allowed to cool before the tubes are 
closed. A visit to this company’s 
factory demonstrates the result of a 


¥ 





Vacuum filling machine bottles liquid products at a rate of 28,000 
per day 


thorough consideration of the pack- 
aging problem from all angles com- 
bined with economies in labor, ma- 
terials and shipping costs as effected 
by the application of modern meth- 


ods of production and packaging. 

The aluminum tubes are covered 
with the familiar label printed in red 
and black on a buff background. 
These tubes are manually inserted 
in an upright position in 
racks holding one hundred 
and sixty-nine tubes ar- 
ranged in rows of thirteen. 
The filled racks are placed 
on a conveyor belt leading 
to the filling machine. 
This machine is equipped 
with thirteen filling tubes 
provided with automatic 
valves that regulate the 
flow in such a manner as to 
insure uniformity and has 
a speed of one hundred and 
forty-four tubés per minute. 
During the filling the tube 
racks move along the con- 
veyor belt, the speed of 
which is regulated to match 
that of the filling unit. 
After filling the tube racks 
are arranged on large cool- 
ing racks where they re- 
main until the product is thoroughly 
cooled. After cooling, an operator 
removes the rack of filled tubes from 
the cooling racks and places it near 
the tube-closing machine. The lat- 


31 





Manually inserting tubes in conveyor belt of filling machine 


ter machine is fed by a socketed 
conveyor belt and is composed of 
three units which perform the func- 
tions of closing, applying the metal 
clips and dating. 

The operator inserts the tubes by 
hand into the sockets on the belt and 
they are carried to the first unit 
which closes the end of the tube. 
They are then carried on to the second 
unit which cuts off enough metal 
to form a clip for the end of the tube, 
applies it and applies pressure. This 
unit is so regulated that, in the event 
that a tube has not been inserted into 
the socket on the belt, no metal is cut. 
The third unit stamps the day, 
month and year of manufacture on 
the metal end of the tube and drops 
it on the conveyor belt leading to the 
cartoning machine. 

This machine is supplied by the 
operator with the small cartons and 
the printed inserts. It opens the 


Inserting folders and tubes in cartons 


cartons, picks up 
the tube, folds and 
wraps the insert 
around the tube 
and inserts it into 
the folded carton. 
The carton then 
passes along a belt 
until it reaches the 
closing unit which 
folds and tucks in 
the ends. This 
machine averages 
one hundred and 
fifty gross of tubes 
per day. 

The cartons are 
then deposited on 
an inspecting table where an op- 
erator. carefully inspects them for 
soiled, damaged or mutilated cartons 
and then places 
them on the three 
feed belts of the 
bundling machine, 
over which they 
are carried to the 
bundling point in 
tiers of three. 

Formerly the 
cartons were 
packed in folding 
cardboard display 
containers in lots of 
one dozen. ‘This 
method of shipping 
has ‘been discarded 
in favor of the 
bundles because of 
the expense involved in shipping and 
the cost of hand packing. 

At the present,time twelve cartons 
are bundled in kraft 
paper and two de- 
scriptive end seals 
carrying the name 
of the product are 
applied to the ends. 
One operator stands 
at the delivery belt, 
inspecting bundles 
and packing them 
into shipping cases 
holding; one gross 
each. , These ship- 
ping cases are then 
stitched by machine 
and piled on trucks 
for removal to the 
shipping room. 


Modern Packaging 


Another product produced in large 
quantities by this company is milk 
of magnesia. This is manufactured 
by a special process which insures an 
excellent quality and is exported in 
large quantities to foreign countries. 
It is of interest to note here that the 
Norwich Pharmacal Co. maintains 
its own printing plant where labels 
and circulars in English and foreign 
languages are printed. 

The milk of magnesia is conveyed 
from the production plant to the 
bottling floor through a series of large 
pipes and is received by large tanks 
which hold it in reserve to supply the 
bottling machine. The empty bot- 
tles are passed through a washing 
machine and fed to a continuous 
moving belt that carries them to the 
vacuum filling machine. This ma- 


Tubes are filled at a rate of 144 per minute 


chine has a capacity of 28,000 one- 
pint bottles in a nine-hour day. 
The feeds of the bottling machine are 
equipped with valves which may be 
adjusted to the various-size bottles, 
thus preventing overflow and conse- 
quent waste. Filled bottles are then 
conveyed to an automatic sealer 
where caps are fed from a hopper, 
placed on the bottle and twisted to 
the proper degree of tension to insure 
against leakage. 

After the capped bottles are in- 
spected for defects they continue on 
the conveyor to an automatic labeling 
machine which spots, pastes and 
smooths out a label on each. This 
label is marked with a codified date 
and lot number so that it is possible 
at all times to trace each bottle back 
to its source. Still traveling on the 
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same belt, the bottles pass to the 
inspecting table where all excess glue 
is removed and the labels straightened 
if necessary. Seated at this table 
are operators who are supplied with 
sheets of waxed paper cut to fit the 
bottles. Wax wrappings are used to 
prevent damage to the labels during 
shipping or display and to increase 
the attractiveness of the bottle. 

The operator removes a_ bottle 
from the belt, wraps it in the wax 
paper, twists the end of the paper 
around the cap of the bottle, thus 
closing the wrapper without the ne- 
cessity of sealing, and places the bot- 
tle back on the belt. They are then 
carried to an operator who packs 
them in shipping cases in lots of one 
dozen, applies silicate of soda to the 
flaps of the shipping case and passes 





thy example of 
thoughtfulness in 
the planning of pro- 
duction and pack- 
aging. Modern 
machinery has been 
used in every in- 
stance where the 
quantity produced 
per year warranted 
the outlay, and one 
passes from floor to 
floor through a 
maze of separate 
units, each of which 
is complete within 
itself and handles 
different products. 

The labels and cartons used in the 
packaging of these products are de- 
veloped in simple color combinations 
and printed in a 
type face that pos- 
sesses unusual legi- 





Bottles move from capping machine to inspecting tables 


it through a sealing machine where 
pressure is applied. The sealed cases 
then travel along a gravity conveyor 
to the shipping room. 

The above description also applies 
to the operations employed in bottling 
two other products which are also 
widely distributed: Norcohol, a 
rubbing alcohol treated so as to con- 
form with government standards, and 
Tar Compound which is widely used 
in the treatment of colds, influenza, 
and similar ailments. 

Throughout the entire plant mod- 
ern production methods are em- 
ployed. Some of the products 
manufactured by this company are 
packaged by hand because the pro- 
duction is not large enough to justify 
the installation of packaging machin- 
ery. The plant itself is a notewor- 


bility. The car- 
tons are so con- 
structed as to pro- 
vide excellent pro- 
tection for the 
products not only 
from damage in 
shipping but from 
changes in atmos- 
pheric conditions or 
variations of tem- 
perature. Through- 
out the entire 
plant there is evi- 
dence of that care- 
ful study and application of the prin- 
ciples of scientific production and 
packaging methods, so necessary if the 
products are to be 
successfully mer- 
chandised in large 
quantities for both 
local and foreign 
distribution. The 
successful sales of 
these drug products 
both in the United 
States and foreign 
countries is proof of 
the efficacy of mod- 
ern packages and 
packaging methods. 

Close coordina- 
tion of all the vari- 
ous departments of 
the Norwich Phar- 





Bundling machine wraps cartons and applies labels 


macal Company has resulted in 
economy of labor, increased rate of 
production, efficient merchandising 
methods and the acceptance by the 
buying public of this line of pharma- 
ceutical products. 


Equipment and Supplies 


Tube filling machine: National Equip- 
ment Co. 

Cartoning machine: 
Inc. 

Bundling machine: 
ery Co. 

Stitcher: J. L. Morrison Co. 

Bottling machines: U. S. Bottlers Ma- 
chinery Co. 

Capping machines: 
America. 

Labeling machine: O. & J. Machine Co. 

Case sealing machines: Standard Equip- 
ment Corp. 

Tubes: Aluminum Co. of America. 

Cartons: Robert Gair Co. 

Fibre shipping cases: 
Paper Co. 

Bottles: Illinois Glass Co., Hart Glass 
Co., Fairmount Glass Works, Tygent Glass 
Co., Maryland Glass Corp., Owens Bottle Co. 

Bleached glassine paper: Glassine Paper 
Co., Harriman Paper Co., Deerfield Glassine 
Co., Warren Mfg. Co. 


R. A. Jones & Co., 


Packaging Machin- 


Aluminum Co. of 


River Raisin 


Bottles are inspected, wax wrapped and packed for shipment 
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Modern Packaging 


Recent Designs in 


Right: Whippet design in 
black, green, yellow and tid 
urple on red. By District : 
2; Columbia Paper Mfg. | New Patterns Available for 
cempeny | Interpret Present-Day Trends 


eee 


Left: Three shades of 
blue combined with brown 
spatter effect on white form 
this geometric design. By 
C. R. Whiting Co., In- 
corporated 


Upper right: Modernized 
leaf design developed in 
blue and bronze outlined 
in gold. By Hampden 
Glazed Paper and Card 
Company 


Left: Red, orange, blue, 

gold and silver pattern on 

white tissue. By The 
Tuttle Press Company 


P — ; Above: Silver-green tissue 
Right: Midnight blue tis- ; g : 
ner Pacer with tree with all-over pattern in 
branches in white and gold. a Pio N i and 
By American Tissue Mills gold. By The Tuttle Press 
” Company 
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Decorative Papers 


Left: Dark blue flowers in 
stencil effect on orange 


Box and Package Coverings flame, “By, The Tuthe 
in Color and Composition Press Company 


Left: Geometric pattern de- 
veloped in blue, tan and 
brown on white. By C. R. 
Whiting Co., Incorporated 


Upper right: All-over pat- 

tern in white on Worth blue 

background. By Walther 
and Company 


Left: Red and brown wave 
effect on background of 
green spattered in red. By 
McLaurin-Jones Company 


Above: Royal purple, sil- 
Right: Plaid design in red, o eo . pes ay - back Ba 
blue and yellow on taupe " 7 riangles and curves. y 
background. By District : —s . Paper 
of Columbia Paper Mfg. ‘ : an ar ompany 
Company 





Redesigning in Relays 


The New Hush Package Retains the Identity of the Product, Is in Keeping with the Modern 


VER twenty years ago the 

Hush Company of Philadel- 

phia began to manufacture a 
personal deodorant marketed under 
the name of ‘‘Hush.’”’ In those days 
the package was merely a vehicle used 
to convey the product from the 
manufacturer to the consumer and 
it was only considered necessary to 
provide a safe, reliable container for 
the product. The sales value of 


packages was not, at that time, of 
great consideration in the design of 
the package. 

As the product is in cream form and 


similar in consistency to cold cream, a 
square, opaque white jar was chosen. 
This jar was closed with a metal 
screw top and carried a pink and 
white label. Another label on the re- 
verse side carried directions for the 
use of the cream. To provide pro- 
tection for the jar it was covered with 
a strip of cardboard and wrapped in a 
bright pink glazed paper wrapper. 
This wrapper was pasted down at 
top and bottom and a label, the exact 
duplicate of the one used on the jar, 
was pasted over the fold. The design 
of this label is interesting because it 
mirrors the decorative trend of that 
period. It is developed in pale 
pink, decorated in a floral design and 
lettered in blue. The trade name was 
printed in small uneven lettering that 
was not legible 
from any great 

distance. 
As a constant 
reader of MODERN 
PACKAGING, I 
have noted with 
great interest the 
articles in that 
publication which 
The old package deal with the re- 
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Trend and Increases Sales 


By ANE CURTIS 
The Hush Company 


design of packages. Other manufac- 
turers who have effected changes in 
their packages, thereby bringing them 
up to date, increased the sales of 
their product. Likewise we decided 
that it was necessary to modernize 


The new package 


our package, but because of the fa- 
miliarity of the buying public with 
the package that had been used for 
over twenty years it was possible 
that an entirely different package 
would result in loss of sales. We 
also thought that perhaps a drastic 
change in the style of the package 
would create an impression that we 
had also changed the quality of the 
product. Yet, with the changing 
trends in merchandising it was be- 
lieved that a new package, in keeping 
with modern interiors, was a neces- 
sity if the product was to enjoy con- 
tinued success. 


FTER considerable thought we 
undertook to change the package 
in relays. Before making the final 
change it was deemed wiser to alter 
one important feature and, after em- 
ploying it in a new form for a period 
of time long enough to familiarize 
the public with its connection with the 
product, to make the complete change. 
The label was singled out for the 
first change. Slightly larger than the 
old one, it is printed in softer shades 
and possesses the advantage of 
greater legibility. The trade name is 
printed in letters of nearly even 
height in bright blue, outlined in 
white. The sales message is in a form 
of type-face suitable to a product de- 
signed for feminine use. It suggests 
daintiness and refinement and is in 
keeping with the quality of the 
product. 

All the other features of the pack- 
age were retained and for a period of a 
year the combination of the old pack- 
age and the new label was used to 
prepare the public for the forthcoming 
complete change in the package. 

When it was thought that the new 
label had been sufficiently identified 
with the product, the new package 
was introduced. A _ pink, buffed 
enamel cover was substituted for the 
metal cover, thus assuring an at- 
tractive, colorful container for use on 
the dressing table. 

Then a_ square 

cardboard box 

was substituted * 

for the glazed pas ~~ SCS 
per wrapper. The § || (j S H1 
design of the box 
is modernistic in 
character and the 
new label is 


: First change in old 
printed on one 


package 
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side. The reverse side is printed 
with a sales message and the price 
mark. It is of interest to note that 
the package design, as well as the 
trade mark, is fully protected by 
government copyright. 


N order to hasten the ac- 

ceptance of the new pack- 
age, a counter display card 
was developed. This counter 
card was so designed that it 
could be folded and inserted 
in each package of twelve 
cartons, which automatically 
assured us that the shipment 
would reach the druggist in 
perfect condition. 

Then, to further impress 
the minds of the consuming 
public, we had an advertising 
automobile built to carry a large 
reproduction of the package in actual 
colors. This box was ingeniously 
designed so that the back opened 
as a door and shelving inside made it 
possible to transport store display 
material and boxes of samples of the 
product. The car traveled over a 
‘large territory and created a most 
favorable impression. Advertising 
and sales crews were able to start on 
a trip fully equipped to do consider- 
able window display work and sam- 
pling distribution. 

Because of the attractive appear- 
ance of the new package it has been 
possible to feature it most effectively 
in window and counter displays and 
we feel that this has been a contribut- 
ing factor in the marked increase in 
sales of our product. 


Automobile carries gigantic facsimile of the new package 


Tea Ball Merchandising 


A successful plan of merchandising 
tea balls has been developed 
whereby retailérs may feature their 
trade mark, package and tag in a dis- 
play container that carries their name. 


Window display of new package and display cards 


The tea which is furnished by the 
merchant is automatically packed in 
cheesecloth bags and closed with an 
aluminum ring which also serves to 
attach a string and tag, the latter 
carrying the brand name and the 
name of the merchant. Tags are 
obtainable in twenty-one different 
shapes and in any color combinations. 
Ten tea balls are placed in a single- 
piece open-top carton blank around 
which is placed a transparent cellu- 
lose wrapper. This protection is air- 
tight and non-absorbent, and at the 
same time permits full visability of 
the product included as well as the 
tags which feature the brand name. 
The carton carries suitable decora- 
tive color display on each of the four 
ends and on the back is given ex- 
plicit directions for brewing hot and 
iced tea. 

Two types of dis- 
plays, each of which 
contain twelve 
packages, are pro- 
vided. One of 
these, of the sky- 
scraper type, can 
be hung from the 
wall, post or shelf. 
or used as a counter 
display. The other 
display is provided 
with an elevation 
feature that tilts 
the goods into di- 
rect line with the 
customer’s eye. 
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To Boost Lithography Tariff 


UGGESTIONS for higher tariff 

rates on lithographs, including 

cigar labels and bands, were made to 

the House Ways and Means Com- 
mittee at Washington recently. 

Philip Bock of New York 

City asked on behalf of the 

Amalgamated Lithographers 

of America that duties be 

raised enough to provide 

“necessary relief from pre- 

vailing unemployment.”’ 

There are 9000 skilled work- 

ers in the organization, he 

said, and unemployment and 

reduction to part time have 

been increasing from year to 

year. He complained es- 

pecially about importations 

from Germany, where, he = said, 

wages in the trade are only one- 

sixth of those paid in the United 

States. 

Charles A. Speakman, also of New 
York, appeared for the same asso- 
ciation. This branch of the litho- 
graph industry has declined, he 
said, with the recession of cigars, 
and he also complained of importa- 
tions from Germany. He said he was 
recommending that the present duty 
of 35 cents a pound be increased. 

H. W. Carpenter, Cashacton, Wis., 
requested that the present duty on 
straw board be maintained. 


The Birth of a New Package* 


ONG-SUSTAINED agony at- 

tends the birth of a container 
design. No process in advertising 
entails more strain and sweat. Con- 
sultations without number (or result) 
with experts in color, form, mass 
psychology; experimental dummies 
sprung upon unsuspecting typists, 
scrubwomen, wives; codifications of 
statistics on reaction time, snatching 
energy, left- or right-handedness, 
resistance-persistence; graphs of re- 
action-to-red, reaction-to-gold, reac- 
tion-to-shine; the resolution of all 
these things into a final perfect pack- 
age ... its rejection by the client in 
favor of a design that he himself 
evolved in three seconds with half-a- 
dozen pencil strokes, based upon a 
competitor's device. 


* Ww. A. Dwiggins in The Car Card. 














Creative Wasting among Packagers 


sie ) what extent have manufacturers who employ 
packaging methods taken advantage of that which 
has been defined as the greatest of the newer forces at 
work to make business prosperous—obsolescence ? 

Recently Charles F. Abbott, executive director of the 
American Institute of Steel Construction, Inc., stated 
that American business men and the public must now 
do more ‘‘creative wasting”’ in order to promote greater 
progress. ‘“‘By obsolescence,” said Mr. Abbott, “I 
mean the scrapping of obsolete goods and machinery; 
teaching people how to know when something is obsolete, 
passé, outmoded or a back number in style, color, form, 
or efficiency. Some may argue that obsolescence means 
waste. Certainly it means waste! Whenever you tear 
down an old building, discard last year’s suit of clothes or 
old equipment, it means waste. There is some service 
left. But we must look at the question of waste in- 
telligently.”’ 

Continuing, Mr. Abbott tells us that, “It is generally 
conceded that 45 per cent of our factory equipment is 
obsolete. The significant fact is interesting—the number 
of corporations in the United States which showed a 
deficit instead of a profit in 1926, according to the latest 
corporation tax returns, is also exactly 45 per cent. 
The factories which are throwing out old things and put- 
ting in the new modern equipment are the factories that 
are making the profit. There is one industry which con- 
sists of twenty-eight manufacturers. Only one company 
is a consistent money-maker, and it produces goods at 
25 per cent under competitor’s cost because of its modern 
machines. It uses ninety-four factory employees per 
million dollars worth of output, whereas all of its com- 
petitors use at least 140 men for the same volume.”’ 

We have quoted at length from Mr. Abbott because 
we believe that in these statements, while treating with 
manufacturing generally, he has, indirectly perhaps, 
pointed out an evident weakness in plant operation— 
where packaging plays a part—which has already been 
mentioned in our columns. We refer directly to the 
consideration of the packaging department in its relation 
to the material fabricating or manufacturing process. 
If it is true that there is a lack of obsolescence in the 
latter, to what greater extent will this handicap be 
found in packaging operations, particularly in those 
plants where its real possibilities are as yet unrecognized? 

It was recently our privilege to visit a plant, located in 
the Middle West, which produces a substantial volume of 
a well-known food product—a commodity distributed by 
that company only in packages. With excellent facilities 
for turning out his product in quantity, this manufac- 
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turer suddenly found it impossible to keep up with the 
demands. His packaging equipment—some of it was of 
fairly recent design—was inadequate. Quite properly 
he might have added further units, for floor space was 
available and no doubt a few additional machines would 
have done the trick. But, instead, a complete installa- 
tion of newer design replaced the old, which was scrapped. 
“Creative wasting,’ decidedly, for the additional pro- 
duction, which satisfied the demands placed on the manu- 
facturer, more than offset the cost of the change in less 
than a year. 

Among the progressive users of packages the above is 
not a new story, for they are probably to be found listed 
among the 55 per cent claimed by Mr. Abbott as those 
who practise ‘‘creative wasting.” 


Making the Most of It 


ERHAPS the strongest argument in favor of the busi- 

ness publication is its opportunity to present timely 
and usable information relating to the industry which is 
served by the paper in question. In its capacity as a 
news gatherer, the substantial industrial paper has 
access to a vast amount of information gathered from 
many authentic sources, and this material is presented 
in condensed or expanded form, depending on its assumed 
or estimated value to readers. It is highly improbable 
that in any such publication every item and article ap- 
pearing therein can be read with equal profit by all of 
its readers. Every publisher, however, realizes that 
unless he can consistently hold the interest of readers 
he will, in common with producers of every type of 
merchandise that fail to meet a defined standard of qual- 
ity, lose ground. So that, logically enough, he will seek 
all possible means of cooperating with the industry 
among those who form a part of it. 

Every industrial publication seeks to place on its sub- 
scription list the names of those individuals who consti- 
tute an important influence in the purchase of the equip- 
ment, supplies or other commodities that are promoted in 
its advertising pages. So that it is toward those men 
that the circulation effort—or the appeal for subscribers 
—is usually directed. 

We have frequently been asked who are the “key” 
men in the packaging industry—the officials in various 
companies who are concerned with and influence pur- 
chases. The question is, specifically, unanswerable. In 
one plant we find the entire responsibility vested in one 
individual; in another, a group ranging from the presi- 
dent to the plant superintendent, and so on, depending 
on the extent or importance of packaging and packages 
in the distribution plans of the company. This fact in 
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itself indicates an increasing interest in those subjects, 
but there is further evidence in the expansion of sources 
within the industry, from which come the cooperative 
effort that makes possible a publication of the type of 
MODERN PACKAGING. 

We learn with no small satisfaction that many of our 
readers are following the time-honored custom of ‘‘rout- 
ing’’ copies to various men in their organizations—a 
suggestion which we submit to others, believing that it 
will enable them to get the “‘most out of it’’—a service 
that is earnestly planned to create a bigger and better 
industry, that of packages and packaging. 


New Treatment for Old 


ORE often than not, established and accepted 

packages can be improved without any great 
effort. Lest we be accused of facetiousness or insincerity 
in such a statement, it might be well to consider that 
we are living in an enlightened age when change and 
continual change is the order of the day. There are, 
of course, examples of packages that have not been al- 
tered in any way and the manufacturers thereof can 
advance ample argument, from the standpoint of sales 
of the product, to offset reasons why a change should be 
made. Many of these arguments, however, are ad- 
vanced without full consideration of the psychological 
attitude of the buying public. It has simply been as- 
sumed in most cases that a distribution peak, so far as 
the influence of the package is concerned, has been 
reached and that the sales impetus, created through ad- 
vertising and other promotional efforts, will continue. 
However, the natural competition that exists between 
various brands of similar merchandise makes it quite 
apparent that a manufacturer must hold or improve his 
market largely through his package, and a smug in- 
difference as to the superiority of one’s container may 
prove disastrous. 

There are countless ways of escaping the commonplace 
and gaining or retaining dominance in one’s package 
position. Such a move was made by certain of the 
baking interests in adopting a protective wrap for their 
biscuit packages, perfume and toiletries companies have 
been very much alert to the possibilities in adding dis- 
play features to their already elaborate presentations. 

It is difficult to conceive how a company manufac- 
turing, let us say, a sanitary product can expect to con- 
vey the idea to the public that that particular com- 
modity conforms to the claims made for its cleanliness 
and hygienic properties when the carton in which the 
product is displayed is of the open-end type and un- 
wrapped. And yet we find that practically every 
manufacturer of this particular type of goods has over- 
looked the obvious thing to do. 

Paraphrasing an expression well known to all beginners 
on the typewriter, we would say, “Now is the time for 
all wise manufacturers of good products to come to the 
aid of their packages’’—their biggest merchandising 
asset—and substitute new treatment for the old or that 
of merely following the leader. 


Replacing Hand Power 


RODUCTION figures which can show a reduction in 

operation costs that secure a consequent increase in 
net profits are always studied with interest. Obviously 
the claim made for any type of automatic or other labor- 
saving equipment includes a replacement of workers, an 
increased output or a saving in equipment upkeep and 
material expense—perhaps all of them. Naturally it is 
essential that a sufficient production volume be estab- 
lished or contemplated if such economies in the pack- 
aging department are to constitute a real saving as re- 
flected in the aggregate cost sheets. 

As a brief indication of performance that can be ob- 
tained by the use of automatic machines, the following 
claims made for certain equipment are quite enlightening. 
The production from a labeling machine is equivalent to 
that obtained by seven hand operators. One package- 
tying machine does the work of five girls. Wrapping 
machines employing two operators replace forty hand 
wrappers in wrapping chewing gum. Similarly, a 
machine with one operator replaces thirteen hand 
operators in wrapping tobacco cartons, one operator and 
a machine replaces ten operators in wrapping cigarette 
cartons, two operators as against eight in soap wrapping, 
two as against fourteen in lump sugar, two as against 
eleven in cracker cartons and one operator with a ma- 
chine replaces ten operators in wrapping razor blades. 

There are endless examples of this sort to be found in 
packaging plants where machinery has replaced hand 
power. ‘True, there still remains a number of operations 
in the work of preparing a package for the market that 
can be performed automatically. But these are being 
decreased in good measure by machinery designers so 
that today the opportunity for labor saving in packaging 
work is as great as, if not greater than, that of any 
production unit of a manufacturing plant. 


Simplifying Retail Unit Packages 


IMPLIFICATION of corrugated boxes as adopted 

by the Retail Dry Goods Supply Managers’ Asso- 
ciation has already reduced the sizes purchased from 
forty-one to twenty-seven with a saving of twenty per 
cent. That further activities in the simplification of 
retail unit packages may be expected is evident from a 
statement recently given out by R. W. Greve, supply 
manager of R. H. Macy & Co., Inc., and president of the 
above association. It is understood that set-up boxes 
are now being studied with the same end in view, also 
the different kinds of twine. 

“One of the most important things to which attention 
is being devoted,’’ says Mr. Greve, “‘is unit packaging or 
factory pre-packing, adoption of which generally will 
result in really enormous savings. Unit packing by 
manufacturers will reduce returns because of breakage 
damage most substantially. For the retailer such 
packing will eliminate extra operations of repacking and 
rewrapping, goods being sent directly to the consumer in 
the packages in which they reached the store.” 
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Packaging Service 
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i. % of the Hinde & Dauch mills, factories and service 
stations are situated in the industrial area of the 


United States and Canada. 


No matter where your factory is located in this great 
region, H & D service is within easy reach of your door. 


Is it any wonder then that H & D 
has become the preferred choice of 
so many manufacturers for their cor- 
rugated fibre shipping box require- 
ments? H&D strategic locations 
not only make possible quick de- 
livery —reducing the need for large 
stocks of boxes in your warehouse 


—but also make available prompt 16D Package Engineers are solvn 
packaging problems for scores of prod- 








ucts every day. This same packaging 


and efficient cooperation from the service is at your disposal. “‘Package 


se gry is ~ title of the _ 
H&D booklet that explains how 
nearest H & D unit. Hinde & Dauch facilities can benefit 

you. Mail the coupon for a free copy. 


THE HINDE & DAUCH PAPER CO., 423 Decatur Street, Sandusky, Ohio 


ted 
col ‘re ' 


THE HINDE & DAUCH PAPER COMPANY, 423 Decatur Street, Sandusky, Ohio 
Please send a copy of ‘Packaging Engineering” to 


Name - 
Address 





Packaging Varnish Products 


Flexibility in Production Methods Achieved in Operations of Filling, Sealing and Packing of 
Valspar—Lithographed and Labeled Cans Used 


F all the numerous varnishes, 
O enamels, lacquers and other 

products made by Valentine 
and Company, Valspar is by far the 
best known and is produced in large 
scale operations. Spraying lacquers 
are made in a plant situated in South 
Kearny, N. J., while all varnishes, 
enamels and other products are 
manufactured and packaged at the 
Manhattan Avenue plant, Brooklyn, 
N. Y. Of all the operations at this 
latter plant the packaging of Valspar 
is the most interesting. 

The manufacture and packaging of 
Valspar is performed in one of the 
three adjacent plants composing the 
Brooklyn manufacturing unit of Val- 
entine and Company. After manu- 
facturing, Valspar is pumped into 
tanks on the upper floors and held 
there until tested for quality. When 
this material is to be packaged, it 
flows by gravity from the storage 
tanks to the filling floor where the 
filling machines are located. 

Two automatic filling machines 


Cans are automatically filled and passed to 


conveyor belt 


By H. M. RIVES 


Valentine and Company 


comprise the Valspar filling units, 
both of which operate with variable 
sized cans. Lithographed cans are 
taken from shipping cases and placed 
on the carriage of the filling machine 
by an operator who checks to see 
that each can is in perfect condition. 
After automatic filling the can is 
mechanically 
guided from the 
filling machine 
carriage to a metal 
belt conveyor, 
where another op- 
erator manually 
inserts the dust 
cap after checking 
each can for 
proper weight. 
The can bearing 
the dust cap 
moves along this 
belt conveyor to 
another operator 
who places a seal 
over the nozzle. 
The can passes 
under a_ sealing 
machine that is 
manually op- 
erated. After the 
can is sealed, it 
continues along 
the belt conveyor 
to a last operator 
who packs the 
cans into corru- 
gated fibre boxes 
resting on a grav- 
ity roller con- 
veyor. When the 
corrugated fibre 
box is filled, it is 
released and 
passes down the 
gravity roller con- 


veyor where it joins the line of filled 
boxes off the other filling and 
sealing unit and so continues to 
the stock room. Using this arrange- 
ment of operation, the normal rate 
of production is forty-three cans filled, 
sealed and packed in a minute under 
ordinary conditions. 


Dust caps and seals are manually inserted 


LEXIBILITY of production is 

achieved by means of another 
filling production unit where another 
size of can is filled and sealed, even 
though both units take variable sizes 
with only a slight adjustment. On 
this unit an operator takes the litho- 
graphed can from the shipping case 
and places the can on the carriage of 
the filling machine. After automatic 
filling the can is taken from the 
carriers by an operator who inserts 
a dust cap into the throat of the 
nozzle and a seal on top. ‘This 
seal is crimped by a sealing machine 
operated manually. The operator 
then returns the can to the carrier of 
the filling machine where it is re- 
turned to the first operator who 
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Automatic labeling results in attractive cans 


places the cans into a corrugated fibre 
box resting on a gravity roller con- 
veyor. When this corrugated fibre 
box is filled with cans it passes along 
a roller conveyor by gravity into the 
stock room. As each of the cans were 
placed on the filling machine carriers 
they were manually stamped to in- 
dicate the number of their batch, a 
sample of which is kept on file in the 
plant laboratory. 

As the filled corrugated fibre boxes 
enter the stock room on the roller 
conveyor, they are allocated to one of 
thirteen stock rollers at right angles 
to and attached to the main roller 
line. Only branch warehouse ship- 
ments continue on the main roller con- 
veyor line to the end of the stock 
room, where they are spot sealed only, 
thus permitting the branch ware- 
house to use the box for reshipment 
without destroying it. Not only is 
there a substantial initial saving in 
container cost but this saving is 
duplicated at the branch warehouses. 


S the large run of production 

is taken off the stock rollers for 
shipment assembly, the cartons are 
hand top sealed, turned over to apply 
sealing pressure, stenciled and finally 
sealed with paper tape strips to as- 
sure a neat box. Animal glue is 
used for sealing in place of silicate of 
soda. After checking with the ship- 
ping orders the sealed boxes are 
placed in groups adjacent to the 
shipping platform according to routes 
and final destination. The export 
orders are assembled from this stock 
room but are cased in wooden boxes. 


The use of the 
six-gallon size var- 
nish shipping box 
of corrugated fibre 
is somewhat of an 
innovation in the 
paint and varnish 
business. Many 
paint and varnish 
manufacturers 
feel that this par- 
ticular type of cor- 
rugated fibre box 
cannot stand 
transportation 
hazards because of 
the weight of the 
varnish cans and 
their inherent fragility. Valentine and 
Company, after extensive shipping 
tests, have found that they are the 
equal of wooden boxes and that their 
losses, due to the use of these con- 
tainers, have been slight. 

The general past practice in the 
paint and varnish industry, in ship- 
ping varnish, has been to limit the 
use of corrugated fibre boxes to 
containers holding not more than 
four one-gallon square cans or its 
equivalent in smaller size cans. Val- 
spar has increased this size to the 
use of a corru- 
gated fibre box 
holding either six 
one-gallon cans, 
twelve _half-gal- 
lon cans, twenty- 
four quart cans, 
or forty-eight pint 
cans. After ex- 
perimenting with 
this size box, the 
makers of Valen- 
tine varnishes 
have standardized 
on the six-gallon 
corrugated fibre 
shipping box for 
all varnish ship- 
ments, except ex- 
port and those in- 
stances in which 
the customer, for 
reasons of his own, 
specifically 
requests wooden 
boxes. 

Valentine and 
Company varnish 
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cases are so designed that one stand- 
ard six-gallon case also holds twelve 
half-gallons, twenty-four quarts, forty- 
eight pints, ninety-six half-pints, or 
any combination of these sizes. 

For the other lines of Valentine and 
Company’s products where litho- 
graphed cans and standardized pack- 
aging do not apply because of the 
individualized character of that busi- 
ness, corrugated fibre shipping boxes 
are to continue to be supplied in 
knock-down condition. Bought fif- 
teen in a bundle, one operator work- 
ing on bottom sealing machines, lo- 
cated at several advantageous points 
in the three plants, is able to keep all 
packaging operations supplied with 
bottom-sealed corrugated fibre boxes. 
When cans are placed therein, ready 
for shipment, they are glue sealed in 
much less time than that required to 
nail covers on wooden boxes. 

All varnishes, other than Valspar, 
including special interior, furniture 
and floor varnishes, are packaged in 
an adjacent plant, being filled directly 
from tanks. The cans are capped 
and sealed in a manner similar to 
Valspar. 

In the third plant, all color ma- 
terials are manufactured, filled, la- 





Roller conveyors carry shipping cases to sealing units 





Attractive containers permit distinctive window displays 


beled, and packaged. These  in- 
clude the regular and four-hour 
Valspar, enamels and stains, brushing 
lacquers, japan colors, color var- 
nishes, oil colors, architectural and 
commercial enamels and house and 
porch paints. 

The labeling of the cans for prod- 
ucts other than clear Valspar is done 
by a battery of four labeling ma- 
chines in close proximity to several 
bins holding a great variety of labels 
to accommodate all the sizes of cans, 
as well as the popular trademarked 
brands, each covering about twenty 
standard colors. The cans used are 
single “friction, dualtite, and triple- 
tite, in sizes of one gallon, half-gal- 
lon, quart, pint, half-pint and 
quarter-pint. 

Every can cap is machine stamped 
with a key number indicating the 
batch, a sample of which is filed in 
the laboratory, and in this way each 
can is identified for the labeling ma- 
chine operators. 

The products of the third plant are, 
after filling, capping and labeling, 
passed on either wheel trucks or 
platform skids, depending on the 
sizes labeled, to a stock room which 
has as its center assembling and 
packing tables connected to a ship- 
ping platform by a roller gravity 
conveyor. As an order is assembled 
and placed in either corrugated fibre 
or wooden boxes, as the case may re- 
quire, it passes on the gravity feed 
roller conveyor directly over a scale, 
so arranged as to weigh the container 
without lifting it off the rollers, saving 
one tiresome operation of transit and 
lifting. From this scale, it is trans- 


ferred to the shipping and assem- 
bling platform but a short distance 
away where trucks await the ship- 
ment. 

All products handled from the 
large lacquer plant at Kearny, 
N. J., are packed in wooden cases, 
shipped to the plant complete from 
New England. They are of the lock- 
cover type. 


EQUIPMENT AND SUPPLIES 
Can sealers: Newman Sealing Co. 
Corrugated fibre boxes: Hinde and Dauch 
Paper Co. 

Can filling machines: 
chine Co. 

Lithographed cans: Continental Can Co. 

Display containers: Robert Gair Co. 

Labeling machines: Economic Machinery 
Co.; Knapp Labeling Machine Co. 

Can marking machine: James H. 
Mathews Co. 

Seales: Fairbanks Scales Co. 

Labels: Munro & Harford Co. 

Tube containers: Atlantic Manufacturing 
Co.; Standard Specialty and Tube Co. 

Adhesives: Dewey and Almy Chemical 
Co.; National Adhesives Corp. 


Karl Kiefer Ma- 


Small Packages Introduce 
Larger Sizes 


bulletin recently sent to 

members of the American Whole- 
sale Grocers’ Association advocates 
the use of smaller packages as a means 
of introducing food products in full- 
sized containers. The statement in 
part is as follows: 

“We have been making further 
inquiries into the matter of retail 
grocers establishing five- and ten- 
cent tables and believe this to be a 
progressive movement for any re- 
tailer. Such a table should not be 
thought of as a jumble table where 
damaged or off-quality goods are 
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Display featuring containers and color charts 


sold. That idea of the plan would 
wreck it. 

“The plan 
two features: 

1. Certain packages of standard 
goods which can regularly retail at 
a price of ten cents and some pack- 
ages of five cents. 

2. Item of quality or fancy prod- 
ucts in small containers which can 
act as an introductory taste or try- 
out for the larger containers. 

“The latter feature, perhaps, is 
the chief business-building idea in 
the five- and ten-cent table, namely, 
that the packages thereon should 
serve as introductions to the foods 
in full-sized containers. The first 
feature, however, caters distinctly to 
the needs of small families and apart- 
ment dwellers in cities. Thus we 
find the general five- and ten-cent 
idea growing, particularly in the 
metropolitan sections. 

“Francis H. Leggett & Co., manu- 
facturers and distributors, of New 
York City, have found ten-cent 
introductory tables in retail grocery 
houses very effective and note a 
growing disposition on the part of 
the retail trade to make use of 
them. 

“R. C. Williams & Co., manu- 
facturers and distributors of New 
York City, also have a large and 
growing trade in five- and ten-cent 
grocery items. This company esti- 
mates that there are about 750 items 
that can come under the five- and 
ten-cent heading and believes that 
all items that wholesale at 95 cents 
per dozen and less will come under 
that classification.” 


really contemplates 








Suitability in Fancy Box Design 


Individual Box Designs Must Emphasize the Dominant Characteristic of the Article to Be 
Packaged and Attract and Hold the Attention of the Customer 


N designing a box or container for 
| any product suitability is of para- 

mount consideration. Not only 
must the container be suitable in size, 
strength and material but the design 
must be in accordance with the spirit 
or use of the product. Modern 
merchandising conditions present 
keen competition in any field and 
the rewards in sales volume are 
granted only to those products pre- 
sented in containers that attract 
and hold attention, not only be- 
cause of their beauty or novelty 
but because of their coordination 
with the spirit of the contained 
product. 

Gradually, in view of this keen 
competition, progressive manufac- 
turers have realized the necessity of 
employing skilled artists to design 
their packages. It is no longer 
possible to obtain satisfactory pack- 
age designs through the old hap- 
hazard channels. The day of the 


Courtesy, F. N. Burt Company, Lid. 
Novelty in shape and popular appeal dominate in 


Fig, 2 
this box 


By EDWIN L. LEY 
Art Director, Modern Packaging 


“‘home-made’’ package has passed 
and its place has been taken by the 
modern package created by artists 
who possess a com- 
plete knowledge of all 
the requirements of a 
perfect package. 

An artist entering 
the field of package 
design should possess 
many qualities not 
necessary in other 
branches of commer- 
cial art. Not only 
must he be a master 
of line and color, but 
he must possess 
a thorough knowledge 
of advertising psy- 
chology, an _instinct- 
ive sense of all the 
methods employed to 
attract attention to 
the design and, in 
addition, innate good 

taste. The buying 
public is being edu- 
cated away from 
bizarre and blatant 
forms in art through 
familiarity with the 
finer forms as ex- 
emplified in adver- 
tising and other 
means of publicity, 
and the successful 
package must be in 
keeping with the 
newer, more re- 
strained artistic 
trends. 


Fig. 1 


N approaching 
the designing of 
a mew package, 
consider first the 


product itself—its use, its possible 
means of display, the market to 
which it must appeal and the ap- 


Eth F. N.Burt 
Company, Lid. 


Masculine appeal furnishes the motif for this belt container 


proximate retail price. Select the 
colors best suited to the product itself 
and possessing the strongest appeal 
to the market in which the product 
must be sold. If the package design 
is to include lettering be sure that all 
conditions surrounding the package 
while on display are thoroughly 
understood, so that the size and 
legibility of the lettering are suited 
to the proper display of the package. 
In selecting the shape and size of 
the package keep in mind the shape 
and size of the object to be packaged 
and the principles of balance and 
symmetry. Consider, also, the suit- 
ability of the design for display 
purposes either on dealer’s shelves or 
reproduced in advertising. It is pos- 
sible, in many instances, to suggest 
the outstanding characteristic of the 
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product either by 
the design or the 
style of lettering 
employed. 

The boxes illus- 
trated were chosen 
because they ex- 
emplified many of 
these principles. 
The box designed 
for the belt and 
buckle (Fig. 1) is 
an excellent ex- 
ample of direct 
appeal to the mas- 
culine trade by 
means of proper 
selection of color 
and design. The 
shape of the box suggests sturdiness 
and strength. It is developed in 
scarlet, black and gold and the de- 
sign, suggesting chivalry and 
heraldry, is essentially masculine. 
As this box is intended for counter 
display it is possible to employ a 
relatively small design developed 
in natural colors without losing ef- 
fectiveness. In this instance, beauty 
of design has been combined with the 
suggestion of strength and mas- 
culinity. 


HE unusual shape of the box 

used in packaging men’s garters 
(Fig. 2) possesses the ability to 
attract the attention of the customer. 
The cover design suggests the use 
of the product by men in all walks 
of life and under all conditions. 
Sand, light maroon, black and gold 
are used in the design and the letter- 
ing possesses sufficient legibility for 
a package to be displayed on dealers’ 
counters and viewed by the customer 


Fig.3 Individuality and luxury exemplified 


at close range. 
This design is a 
good example of 
popular appeal 
combined with 
novelty of shape 
and design. 
Packaginga 
vanity set (Fig. 3) 
necessitated an ap- 
peal to a feminine 
trade. The cover 
design is in blue, 
and the dancing 
figure is dressed in 
a shaded peach- 
color gown. The 
box is covered with 
blue and lined with 
peach-color silk. 
A black lining 
forms an excellent 


Courtesy, W. C. Ritchie & Co. 
Fig. 4 Suitability to products contained in these three boxes 


background for the 
black and gold powder 
box and the gold com- 
pact. The addition of 
a silken tassel carries 
out the suggestion of 
luxury and femininity. 

The appeal of the 
powder box (Fig. 4, 
left) lies in the attrac- 
tiveness of the design 
as well as the novelty 
of construction. It is 
provided with a drawer 
to hold the powder and 
a space in the top holds 
the puff. The box is 
covered with a paper 
decorated in roses in 
natural colors on a dark 
background and it is 
lined in color matching 
the flower design. 

The design of the box 
for incense (Fig. 4, 
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gin of the product. It is developed in 
green and orange and decorated with 
a scenic design. The lettering is 
legible and the entire design suggests 
the possibility of effective use in 
counter displays. 


ITH the many attractive powder 
boxes at present on display in 
department stores and beauty shops 
the design of a new box that will 
attract attention is indeed difficult. 
The box illustrated (Fig. 4, right) 
depends upon the unusualness of 
the colors employed. The back- 
ground is dull white, the flower center 
is red and the petals are orange and 
gold. The leaves are black veined 
in gold and a border of gold covers 
the edges of the box. This design 
attracts attention and appeals to 
feminine taste because of its sugges- 
tion of novelty 
and individuality. 
The box de- 
signed to package 
a leather set (Fig. 
5) is covered with 
paper in grain ef- 
fect in a leather 
color. The shape 
of the box sug- 
gests sturdiness 
(Continued on page66) 
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center) suggests the ori- Fig. 5 Dignity in box design strengthens appreciation of contents 





Lettering a Package 


Influence of the Type-face upon Feeling Tone Considered in Its Relation to the 
Balance and Symmetry of the Package Design 


ORE than one otherwise ef- 
MI fective package has been 

rendered ineffectual by the 
choice of the wrong type-face or 
style of lettering incorporated in the 
design. This is surprising, too, in 
view of the tremendous expense 
involved in the creation of a new 
package design and the recognized 
value of a package that suggests 
certain characteristics of the con- 
tained product. Frequently this er- 
ror is caused by ignorance, both on 
the part of the artist who designs the 
package and the manufac- 


By E. C. PORTER 


Experiments have proved that 
single letters are legible at a greater 
distance than those in groups; there- 
fore, as the length of the trade name 
increases the legibility decreases. 
The handicap of necessary grouping 
of letters into words may be partly 
overcome by providing good spacing 
between the individual letters of the 
word used on the package. 


EPARATION of the letters com- 
posing a trade name or other 
reading matter on a package may also 


a light or neutral shade. This 
method creates a poster-like effect 
and results in unusual legibility of 
the lettering employed. 

If more than one line of lettering 
is to be used the spacing between the 
lines is of great importance. Two or 
more lines, separated by wide spacing 
will retain the legibility of a single 
line but as the space between the 
lines is narrowed the legibility de- 
creases in proportion. 

Tests in psychological reactions 
have demonstrated that pleasant 

sensations are remembered for 








turer who accepts the de- 
sign, of the psychological pos- 
sibilities of the various styles 
of lettering or forms of type- 
face that are offered. 
Legibility is of primary 
importance in the selection 
of the style of lettering to be 
used on a package. Present- 
day merchandising condi- 
tions automatically place a 
great proportion of the re- 
sponsibility for the sale on 
the package itself and the 
name of the product must be 
readable for the distance be- 
tween the dealers’ shelves or 
counters and the eye of the 
prospective purchaser. 
Then, too, the use in display 
must be considered. A 
package to be retailed from 
shelves in chain-store grocery 
or drug shops necessitates a 
larger, more poster-like style 
of lettering than one to be 
displayed in the intimate sur- 
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a greater length of time than 
those of an _ unpleasant 
nature. Unconsciously the 
customer is resentful of the 
necessity of straining to read 
the lettering on a package 
and that fact is likely to 
cause the association of that 
package with an unpleasant 
sensation. This frequently 
results in the choice of a 
competitor’s product con- 
tained in a package that 
creates a more favorable 
reaction because of the legi- 
bility of its lettering. 

In standardized type-faces 
it has been demonstrated 
that the bold face type 
possesses the greatest legi- 
bility with the wide form 
next in order and narrow 
italics ranking last. This is 
also true of hand lettering 
patterned after these forms. 
In many instances legibility 
is sacrificed in hand lettering 
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roundings of a beauty shop. 
All conditions surrounding a 
package in display or in advertising, 
if it is to be featured in that form of 
publicity, must of necessity be taken 
into account. 


be accomplished by the use of a heavy 
type-face in a dark color, outlined 
by a thin line in a bright color and 
superimposed upon a background in 


in order to produce a novel 
effect. This method may 
be employed with safety only 
when the package is to be viewed at 
close range. ‘The use of this method 
is contra-indicated for all packages 
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to be displayed on dealers’ shelves 
unless the novelty of the package de- 
sign itself is unusual enough to 
identify the product without the use 
of a trade name. 


AMILIARITY with the appear- 

ance of a word in a certain type 
form or lettering style is also of im- 
portance. Reading habits have been 
established through years of reading 
print set in capitals and lower case. 
The reading eye is familiar with 
words in this form and not with 
words printed entirely in capitals. 
Then, too, cues are given by the 
broken line above and below pre- 
sented by rows of letters in lower 
case. 

Through association certain forms 
of lettering have become identified 
with the different types of mer- 
chandise. Even lettering that is 
non-interpretive of the product itself 
will eventually come to suggest it 
because of long association. An ex- 
cellent example of this theory is the 
trade name ‘Lux.’ There is nothing 
about the type of lettering used 
that suggests soap flakes, unless the 
very square solidarity of the type 
form may be interpreted as suggest- 
ing cleanliness, and yet that par- 
ticular form of type has become so 
familiar to the buying public as to 
immediately suggest the product 
contained in the package. 

In a like manner certain forms of 
lettering have been used on other 
products whose qualities are of a 
different grade than that for which 
a style of lettering is to be selected. 
It is unwise to use a type-face on a 
package for an expensive perfume if 
that particular lettering has become 
familiar through association with a 
cheap product, but if a suggestion 
of quality is desired a type-face long 
associated with an expensive product 
is often times used on a package 
containing an inexpensive one. 


UITABILITY of the style of 

lettering to the product to be 
packaged is also an important factor. 
Piston rings, hardware or automobile 
accessories require an entirely dif- 
ferent type-face than perfumes, soaps 
or stationery. With the many varie- 
ties of standard type-faces and the 


ingenuity of the modern artist in 
developing individual forms of hand 
lettering it is possible to select a 
type of lettering suitable for any 
given product. Association of this 
form of lettering with the product 
will eventually prove of great sales 
value because of the known prin- 
ciples of association of ideas. Con- 
tinued use of a certain form of type 
over a long period of time has 
proved to be of inestimable value to 
manufacturers of well established 
products. Once a suitable form has 
been selected it becomes an integral 
part of the package. 

Frequently it is possible to suggest 
not only the quality of the product 
but other characteristics by the 
proper selection of lettering. The 
accompanying illustration demon- 
strates a few of the possibilities. 
The type used in the word ‘Re- 
liability’’ is suitable for a product, the 
main characteristic of which is de- 
pendability. That used in the word 
“Strength” is suitable for such prod- 
ucts as ropes, hardware, automobile 
accessories, etc. “Delicacy” is ap- 
plicable to those products designed 
for feminine use. Even the sug- 
gestion of speed or motion may be 
made by the use of an unusual form of 
hand lettering as in the word ‘‘Speed.”’ 

Throughout the entire range of 
possible characteristics of any given 
product there is some form of type- 
face or hand lettering that will sug- 
gest the merchandise contained in 
the package. With the advent of 
the modern trend in packages new 
forms of type faces and new styles 
of hand lettering are being developed 
to suggest the newness of the product 
itself or the style in which it is de- 
veloped as in the word “‘Modernis- 
tic’ in the illustration shown. 


UMMARIZING, the correct form 

of lettering for any package is 
one that possesses high legibility 
under the conditions surrounding the 
display of the package; it must be 
suitable for the type of merchandise 
packaged and possess the suggestion 
of one or more of the dominant 
characteristics of the product. In 
addition it must conform to recog- 
nized rules governing the theory of 
association of ideas. Only by careful 
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consideration of all these factors is it 
possible to select a type-face or style 
of lettering that will aid in establish- 
ing the identity of the product and 
become an integral part of the pack- 
age itself. 


Packages Judged by Size 


EPLYING to formal statements 

of Representative Britten of 
Illinois, that he is about to introduce 
a bill designed to put the metric 
system of weights and measures into 
effect in the United States, William 
E. Bullock, of New York City, 
Secretary of the American Institute 
of Weights and Measures, declares 
that Mr. Britten’s knowledge of the 
practical use of weights and measures 
in industry and commerce is shadowy, 
and his judgment on the weights and 
measures of the United States is 
unsafe. Mr. Bullock said: 

“Weights and measures usages by 
the people of this country have under- 
gone revolutionary changes since 
the question of whether the Untied 
States should adopt the metric sys- 
tem was brought up several years 
ago. The use of the weighing scale 
has almost disappeared from the 
grocery store, for example. Millions 
of people buy packaged goods every 
day, judging their value entirely 
by size and hardly knowing or con- 
ceiving what weight they contain. 
‘A large size package of prunes,’ . 
‘a small box of pepper,’ ‘a package of 
biscuits’—in all these conceptions 
today the size of the package controls 
the value. 

“Those who advocate changing 
to the metric system, including 
Representative Britten, are so easily 
led away by the catch word ‘system’ 
that they do not stop to think that 
there is now no such thing as any 
system of weights and measures. 
In any industry or any commercial 
connection today, all the transactions 
are carried on in one or two units of 
weight or measure. These units 
are so well understood and so uniform 
from one end of the country to the 
other that if Congress were to change 
the condition by any new law, noth- 
ing but unnecessary expense would 
result, and the people would have 
to bear the cost.” 





The Modern Packaging Aid 


[ransparent Wrappers Enhance the Beauty of the Product, Protect the Contents and Aid in 


\ X J HAT manufacturer first said 
to himself ‘‘I will design an 
attractive package for my 

product so it will sell better’, no one 
knows, but someone did say just that. 
The goat skin was a package, a 
utility package for wine. Earthen 
ware pottery, crudely decorated, was 
an attempt at beauty. Then some- 
one came along who combined sim- 
plicity with beauty and utility, and 
constant improvement and invention 
has resulted in the modern packaging 
methods of today. 


Distant centuries ago, when the 


world was still flat the seller went to 
the buyer to sell goods because there 
were no centers or trading points. 
Gorgeous silks, gold, indigo, jewels 
from Phoenicia opened channels of 
trade by ship and caravan and me- 
diums of exchange like salt and forms 
of money came into existence. A 
thousand years later the restriction 
of the Jews in Russia put a stop to 


Producing an Appealing Package 


By BUCKLEY C. ROBBINS 


their itinerancy, so they set up stores 
and original, organized retailing sell- 
ing began. In the tenth century the 
Leipzig Fair was born and the buyer 
came to the seller to see his goods. 
These who could buy for cash could 
sell at a tremendous profit and be- 
came merchant princes, as others 
were not willing to risk the losses by 
ships foundering or robber barons. 
These merchant princes brought us 
merchandising progress. In our own 
country, the history of selling is 
simpler; the groundwork had been 
laid. We have the itinerant with his 


stock of pins, needles, etc., and the 
trader with a store near the tavern. 
There was also the trading post for 
Indians within the stockade, where 
they brought their furs and exchanged 
them for food and clothing. Trading 
posts sprang up in Detroit, Chicago, 
St. Louis and the ‘‘general store” 
gradually developed with its mis- 
cellany of everything from crackers 


to dress goods. Later, in the nineties, 
with the increasing use of glass, the 
showcase came along and today the 
majority of space in stores is devoted 
to display of merchandise. In 1914, 
we find the seller to buyer coming 
back again with house to house sales- 
men, a convenient method that dis- 
plays goods in pleasant surroundings. 


HEN the war and at its end 

catastrophe! In three years more 
factories were built than in decades 
previously. Quality slumped and 
over-production came. Manufac- 
turers of shells turned to rims 
and oil-gauges, wool underwear 
to fabrics, artillery wheels to 
auto wheels. With the resultant 
deflation came modern  salesman- 
ship and modern packaging, 
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the combination forming modern mer- 
chandising in an effort to overcome 
competition. Merchandising is merely 
placing a product before the pur- 
chaser in such a condition that it 
will be bought in preference to others. 
With small merchandise, the package 
is all-important. In all merchandise, 
large and small, 
color has_ be- 
come a domi- 
nant feature. 
One famous 
car owes its im- 
mediate success 
and instant ac- 
ceptance to 
performance, 
pluscolor, prac- 
tically un- 
known before 
in the industry. 
Economists 
say the color 
departure was 
solely responsi- 
ble for its 
startling suc- 
cess in a com- 
petitive field. 
Other manu- 
facturers 
followed — they were forced to. 
Now everything is in color. Glance 


through the magazines, the depart- 
ment stores, anywhere that products 
are sold—sheets, kitchen utensils, 
tooth-brush handles, bathroom tile 
and fixtures, building stone, towels, 
stationery, refrigerators, book jackets, 
soaps, toilet articles, furniture, type- 
writers, and lithography. All in 
color, vivid and subdued, bright and 
pastel. Why? Because color at- 
tracts and there is nothing as stimu- 
lating to the aggravation of desire, 
as sight. 

People like to look at attractive 
merchandise on sale. It is pleasant 
and easy to buy. The four color 
illustrations on these pages are vastly 
more attractive to the eye than they 
would be if printed in black only. 
These packages are fine examples of 


modern packaging, combining as they 
do utility, beauty and simplicity to 
fit each individual product. Each 
one of these packages pictured, is 
enclosed in Cellophane for a valid 
reason. ‘This transparent wrapping 
material gives the combination of 
protection and display needed for 
successful unit package selling. The 
lovely colors, so prevalent in mer- 
chandise today, artistic package de- 
signs so costly to the manufacturer 
and the delicate nature of the product 
itself, are prey to the ‘“shopwear 
imps’—Dust, Dirt and Handling. 


Modern Packaging 


Their attacks must be warded off 
during counter and showcase exposure 
so that the customer will receive the 
article in the same perfect condition 
it left the manufacturer. 


N some cases, Cellophane is not 

only a transparent, protective cov- 
ering, but also 
an integral part 
of the merchan- 
dising scheme 
itself, the Fros- 
tilla bottle on 
the front cover 
of this mag- 
azine, for ex- 
ample. 

In this case 
the manufac- 
turers have 
brought out an 
old favorite, 
over fifty years 
on the market, 
in new clothes, 
a new _ label, 
new size and 
shape bottle, 
but the same 
product. Why 
was the change 

made? The improvement was to 
win a seat on the cosmetic counters, 
instead of the shelf where the original 
carton usually found itself, to win the 
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favor of the younger generation by 
modern package appeal. 

The use of Cellophane as a wrap 
for the bottle is interesting. Showing 
through its transparency on the back 
of the bottle is a booklet, whose cover 
illustrates the original bottle for refer- 
ence, in the event that some of the 
Frostilla-users among the older gen- 
eration do not recognize the product 
in its new guise. The sales-clerk 
merely points this out and the pur- 
chaser realizes it is the same fine skin 
lotion it has always been, but wearing 
modern dress. 

In many other fields we find con- 
tinual striving for better packages 
that will be easier for the dealer to 


sell and the consumer to buy. 
This is particularly evident in 
the foodstuffs field with candy, 
baked goods, meats, fish, dried 
fruits, alimentary pastes, coffee, 
tea and other packaged edibles. 
Many changes have taken 
place in food packaging. Bulk 
has gone to unit cartons; or 
even a step farther to Cello- 
phane, as a protective wrap on 
the carton, as a window in the 
carton, or supplanting the 
carton altogether. Bulk foods 
could be seen but the brand 
was missing. Cartons allow 
trade mark identification. Cel- 
lophane wrappers allow trade 
marking by reputable manu- 
facturers and also a clear view 
of the food it wraps. Appetite 





appeal is sales appeal for food products, for a food 
that looks attractive stimulates the appetite. 
Here again color and modern packages have come 
into their own. 

Light colored cartons soil easily, and yet research 
tells us that yellow, white and orange present a more 
insistent appeal. In a transparent wrapper these 
colors remain clean and fresh and yet exert all the 
package attraction given by their colored printing. 
Where there is an eye appeal to the product itself a 
Cellophane wrapper gives the food or provision a 
chance to sell itself. Meats for example, as in the 
case of Armour’s Star Bacon, and Wilson’s Certified 
Dried Beef the transparent wrapper reveals the 
natural colors of meat and yet protects the contents. 


NSIGN prunes and Black Palm pitted dates are 

fine examples of the use of color and appetite 
appeal in planning an ideal packaging method to 
merchandise dried fruits. No dust or flies can touch 
them on display. The White House Cake and 
Grennan’s Fruitcake are other illustrations of 
modern packaging. They too, have appetite appeal, 
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are protected against drying out by a 
moistureproof Cellophane wrapper 
and in every way look good enough to 
eat. Gorton’s Smokees, or bloater 
herring, smoked to a fine deep yellow, 
in their transparent, odorproof wrap- 
pers are all ready for sale, no cleaning 
is necessary. 

Candy, we understand was prob- 
ably the first product to be wrapped 
in Cellophane. What a field for 
colorful, distinctive packages! Here 
modern methods must come into 
play, competition is so sharp that 
it is necessary to appeal to the 
appetite ; and in the candy industry 
we find that more bulk is being re- 
placed by unit goods every day. At- 
tractive five-cent packages of loose 
goods, candy bars and boxed candies 
all appear on counters in sparkling, 
rainbow colored packages of varied 
design and shape. 

Whitman’s Sampler is an illustra- 
tion of a candy package of unique 
design that has been unusually popu- 
lar over a period of years. 

These food products pictured are 
merely a few of many thousands 
whose packages have ‘‘gone modern.” 
In ‘other fields we find the same 


influence of improved packaging and 

better merchandising. 

> al Spray guest soap is a striking 
example of color in the product 

itself and the use of transparent 

wrapper to display it. Louray bath 


torpedoes in the black box show how 
the entire packaging plan is built on 
colored transparent wrappers. Other 
soaps, bathsalts, and cosmetics, all fol- 
low the modern trend, perhaps more 
so than in any other line of products. 


Transparent wrappers are being 
used on many different textiles and 
novelties, to give improved appear- 
ance on display, as well as to protect 
against the dread of the department 


store—shop-wear with its grimy 
thumbs and dust raised by thousands 
of shuffling feet. Dress-shirts, soft 
white shirts, delicate chiffon hosiery, 
pastel colored sheets, towels, baby 
clothes, piece goods, narrow fabrics, 


Modern Packaging 


bathmats, blankets, pillow-cases, nap 
kins, pajamas, are a few of the many 
turning to transparent wrappers. 


Veltex Washcloths pictured on 
these pages are perfect examples of 
the textile packaging movement. 


They must be hygienic and clean, yet 
the colored borders and texture must 
show, so no sales will be missed. Hole- 
proof’s ‘‘Lucile’’ Hosiery is wrapped 
in Cellophane so preliminary selection 
as to color and texture can be made 
without injury to the sheer chiffon 
from handling. Gainsborough pow- 
der puffs could scarcely be sold in any 
other package than the transparent 
envelopes which keep them spotless, 
and yet reveal their varied delicate 
tints and velvety texture. 


Cigars also are feeling the trend 
toward modern packaging. Cigar 
sales have not increased materially 
since the beginning of the twentieth 
century, while cigarette sales have 
increased. Among the many contrib- 
uting causes are packages and adver- 
tising. As aresult, leading cigar manu- 
facturers are improving their packing 
with various wrappers. One of the 
favorites is moistureproof Cellophane, 
which is used on the Frank P. Lewis 
‘“‘Emerson’”’ brand. This material keeps 
the cigars moist and fresh, and allows 
the shape and rich brown leaf wrapper 
to be seen. Counter display of un- 
wrapped cigars causes them to dry 
in a short time, but in this wrapper 
they remain fresh almost indefinitely. 





Packaging for Headache Relief 


High Speed Automatic Operations Attend Filling, Capping, Labeling and Wrapping of 
Bromo-Seltzer—Five Sizes of Bottles Used—Temperature Control Required 


By WILLIAM C. McKENNA 


Assistant Superintendent, Emerson Drug Co. 


bottles for medicinal prepara- 

tions, a successful business rec- 
ord of forty years and a production 
today that has doubled since the war, 
are just a few of the outstanding 
facts regarding the activities of the 
Emerson Drug Company, producers 
of Bromo-Seltzer. 

Combining a preservative utility 
with an excellent display feature, the 
blue bottles used for Bromo-Seltzer 
have proved highly successful, both 
as a container and an advertisement 
for the product; the latter so much so 
in fact that one of the most extensive 
and effective displays used by the 
company today consists of the fa- 
miliar blue bottle, in an in- 
verted position in the dis- 
pensing holder on the back- 
bar of soda fountains and 
similar establishments. 

The various steps of re- 
ceiving, filling, sealing, la- 
beling, and wrapping of the 
bottles and the subsequent 
packing and sealing of these 
packages in cases for distri- 
bution, constitute an inter- 
esting story in package 
plant operation. Manufac- 
turing and packaging work 
are conducted in the 
Bromo-Seltzerr Tower 
Building, Baltimore, Md., 
which also includes the labo- 
ratories and home office of the com- 
pany. Here on the fourth floor is to 
be found the start of the Bromo- 
Seltzer packaging operation. The 
illustrations accompanying this ar- 
ticle show in sequence the various 
Steps in that work. 

About one-half of this floor is given 
over to bottle washing, sterilizing and 
drying and to storage space, being 


Precis tor in the use of blue 


partitioned off from the remainder 
of the floor. As the bottles are 
washed, sterilized and dried, they are 
placed on trays and as needed are 
moved on inclined rollers to the in- 
terior of the package room proper 
through apertures in the partition. 
There are four such openings that 
lead from the driers or preheaters, one 
each for the small, medium, large and 
extra large and dispensing size of bot- 
tles. At each opening is stationed a 
girl who controls the entrance of the 
full trays by means of a treadle, which 
also automatically returns the empty 
trays, removes the bottles, inspects 
them and places them on a moving 
belt that feeds to the filling machine. 


Net weigher for extra large and dispensing sizes 


HE filling of the bottles is done on 

four units, the small, medium 
and large sizes being filled by means 
of three rotary, volumetric filling 
machines while one interchangeable 
automatic net weigher performs a 
similar function for the extra large 
and dispensing sizes. At this point 
is to be noted a divergence from 
customary practice in the filling of 


granular compounds, for Bromo- 
Seltzer, being a hygroscopic salt, re- 
quires protection from moisture until 
it is placed in the bottles. So that 
we find the four filling machines com- 
pletely enclosed in cabinets in which 
the temperature is automatically con- 
trolled by thermostatic apparatus. 
On the rotary filling machines indi- 
vidual hoppers are fed from a main 
supply, which enters from the floor 
above, and discharges into the bottles 
which are subjected to a vibrating 
motion that settles the salt in each 
bottle to the correct filling point. 
The net weigher is similarly fed and 
the extra large and dispensing size 
bottles are likewise vibrated during 
the filling operation. Check 
weighing is also done at this 
point. 

Moving belts then carry 
the filled bottles to the au- 
tomatic cappers, of which 
there are five—one serving 
each size—a branch con- 
veyor line from the filling 
line for the extra large and 
dispensing sizes being pro- 
vided, so that there are ac- 
tually five lines of travel 
directly following the filling 
operation. Each capping 
machine is fed by a hopper 
from the floor above and 
the screw seal caps are au- 
tomatically placed on the 

bottles and tightened. 


ROCEEDING along the conveyor 

belt lines the small, medium and 
large bottles reach individual duplex 
bottle labelers where single labels are 
affixed. The bottles are then pushed 
(Fig. 2) into a triple vertical com- 
pression conveyor and proceed to the 
floor below where they are dis- 
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Fig. 2 Labeling small and medium size bottles. At left, vertical 
compressor conveyor carries bottles to wrapping machines 


tributed to three lines that lead to the 
wrapping machines. The medium 
and large bottles are delivered to the 
wrapping department in like manner, 
with exception that only two bottles 
are carried down from large labeler. 
As each of these lines pass through 
the wrapping machines, the bottles 
are individually wrapped with a di- 
rection folder inside and sealed, then 
proceeding to the packing tables where 
they are packed by hand in lock-end 
In this packing operation, 
twelve of the smaller bottles are 
placed in a carton, six of the medium 
and three of the large size to each 
carton. Placed on belts, these car- 
tons travel through end labelers where 
square labels are affixed over both 
Jocked ends and the completed pack- 
ages travel to meet a main belt, 
supplied with guides which separate 


cartons. 


Fig. 4 Conveyors from small, medium and large size cartoning 
tables converge to main belt to packing room 


Fig. 1 


the various sizes and extends to the 
packing department. 

After the capping of extra large 
and dispensing size bottles on sepa- 
rate machines, the bottles continue 
along a single belt to a point where 
they are removed singly and labeled 
by semi-automatic labeler. The bot- 
tles are then placed on another belt 
and carried to wrapping department 
by means of inclined vertical belt. 
Bottles are then deposited on hori- 
zontal belt in an upright position; 
a corrugated jacket is then placed 
around each bottle as it moves along 
the belt. They are then put into 
chipboard cartons and _ continue 
along the belt to a compression unit. 
At this point glue is applied to top 
and bottom of carton and package is 
sealed. 

The handling of extra large bottles 


Fig. 3 


Modern Packaging 


General view of equipment for volumetric filling and screw 
capping of small and medium sizes 


is somewhat different—the bottles 
come down through inclined vertical 
belt and are taken off, wrapped by 
hand, then placed back on the same 
belt. From that point on they are 
handled in the same manner as dis- 
pensing size with the exception that 
corrugated jacket is placed on bottle 
after it leaves compression unit, 
following which they are placed on 
main belt. 

The main distributing belt proceeds 
to the forward part of the building, 
or packing department, carrying all 
five sizes of the completed packages, 
each in its own channel or groove, as 
shown in Fig. 5. As each of these 
lines reaches its allotted packing 
table, an angle bar or slide guides the 
line to a position in front of an op- 
erator who places the package in 
corrugated shipping containers. Af- 


Overhead delivery system, for small bottles, to wrapping 
machines and delivery to cartoning table 
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ter packing, these containers are 
sealed for shipment. For this last 
operation, three sealing machines are 
employed—two full automatic top 
and bottom sealers being used for the 
large and for the extra large and dis- 
pensing sizes, while a semi-automatic 
sealer is used for the small and 
medium sizes. 

Regarding production at this plant, 
present equipment is sufficient to 
turn out over 100,000 bottles per day, 
various sizes. 

In conclusion, some mention should 
be made of the conditions surround- 
ing the packaging operations at this 
plant. Cleanliness is rigidly observed; 


Fig. 5 


Main distribution belt descends from floor above at left. 


Wrapping machines: E. D. Anderson, 


ne. 
Check scales: Exact Weight Scale Co. 
Belt conveyors: Karl Kiefer Machine Co. 
Carton sealers: Standard Sealing & 
Equipment Co. 
Bottles: Maryland Glass Corp. 
Duplex Seals: National Seal Co., Inc. 
Shipping containers: Eastern Box Co. 


Labels to State Quality 


HE Committee on Agriculture 

Forestry, to whom was referred 
the bill (S. 4800) to amend section 8 
of the act entitled ‘‘An act for pre- 
venting the manufacture, sale, or 
transportation of adulterated or mis- 
branded or poisonous or deleterious 
foods, drugs, medicines, and liquors, 
and for regulating traffic therein, and 
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“The proposed bill would amend the 
Federal food and drugs act as to 
canned food, except meat and meat 
food products and canned milk, so 
that such canned food if it be not of 
the standard promulgated by the 
Secretary of Agriculture shall bear on 
its label or package a statement that 
the canned food falls below the 
standard promulgated by the Secre- 
tary of Agriculture. 

“Since the amendment furnishes 
further information to the consumer 
and is for his protection, the depart- 
ment can offer no objection to the 
amendment of the bill as it is pre- 
sented for legislative action.” 


Guides distribute five sizes of packages. 


Shipping cases are automatically sealed after filling 


ample light and other healthful work- 
ing conditions are provided. The 
trim uniforms of the workers, the 
steady flow of packages along each 
production line and the speed and 
dispatch which attend each operation 
present a picture that cannot fail to 
interest those who appreciate a plan 
that makes for economical and effi- 
cient package production. 


EQUIPMENT AND SUPPLIES 
seine fillers: Pneumatic Scale Corp., 
t 


: Net weighers: Pneumatic Scale Corp., 
td. 


Capping machines: Capem Machinery 


0. 
Labelers: McDonald Engineering Corp., 
Economic Machinery Co. 


for other purposes, approved June 30, 
1906, as amended, having considered 
the same, report thereon with the 
recommendation that it pass.” 

At a hearing before the Committee 
testimony revealed that the. legis- 
lation had the support of the National 
Canners’ Association. It is also en- 
dorsed by the Department of Agricul- 
ture, as indicated by the following 
letter addressed to the chairman of 
the committee by Acting Secretary, 
R. W. Dunlap: 

“Reference is made to your letter of 
December 12, 1928, inclosing for my 
consideration and report a copy of 
the bill S. 4800. 


Correcting an Error 


N the description of the net 

weight filler on page 64 of the 
February issue the omission of a 
word resulted in a statement that 
this machine was intended for use 
with liquid products. This should 
have read non-liquid. The address 
of the manufacturer is Scale and 
Machinery Inc., 718 Greenwich 
Street, New York City. 


AKING powder in Germany is 

packed in 20-gram (0.70-ounce) 
paper containers, sufficient for one 
pound of flour. This method of pack- 
ing is preferred over other means. 





Fabiendnn all vie ste scoreless ate 


io acta aetna whet tree. wales nc hea 


Results of Government 
Container Tests 


Package Efficiency Tests Covering a Period of Three Years Reveal Interesting Facts 
. Relative to Container Construction 


N behalf of packagers, the United 
States Government has_ been 
wringing ‘‘true confessions’ from 

the various types of containers. 
Nothing of the kind has ever before 
been attempted anywhere in the 
world. The results are expected to 
immediately revolutionize the pack- 
aging of certain specialties and to 
have a wide influence throughout the 
entire range of the food-packaging 
industries. Knowing the excep- 
tional interest which those interested 
in packaging must feel in this unique 
test, the officials at Washington have 
vouchsafed to readers of this maga- 
zine a foretaste of the secrets un- 
covered, in advance of the formal re- 
port. 

Oddly enough, this practical re- 
search on package efficiency has been 
in progress for upward of three years 
without attracting much attention 
in business circles, nor even ex- 
citing the package engineers as a 
body. There are two reasons. 
First, the Government has shunned, 
rather than courted, publicity for its 
project, pending a show-down of tan- 
gible results. Secondly, the test con- 
tainers have all been packed with tea 
which caused most persons, who 
heard rumors of the package race, to 
set it down as an experiment in a 
particular and highly specialized 
branch of packing. Meanwhile, 
packagers in Great Britain and Aus- 
tralia and the Orient have sensed the 
potentialities better than home folks. 
Their inquiries and requests for 
findings have come to Washington in 
a steady stream. 

In order to appreciate the broad 
significance of this package clinic for 
the cause of progress in packaging, it 
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By WALDON FAWCETT 


is necessary to know something of the 
history of the adventure. As part of 
the regulatory institution known as 
the U. S. Food, Drug and Insecticide 
Administration, there is maintained, 
at the U. S. Department of Agricul- 
ture, a sub-section known as the 
Office of Tea Control. The purpose 
of the Administration is the enforce- 
ment of the Federal Food and Drug 
Act—a statute that touches pack- 
aging at many points, via its pro- 
visions against “‘misbranding.”’ Asa 
wheel within a wheel, the Office of 
Tea Control, or Tea Inspection Ser- 
vice, as it is sometimes called, en- 
forces the U. §. Tea Act of 1897 which 
is designed to prevent the importa- 
tion into the United. States of impure 
and unwholesome teas. 

On this technical stage has been 
set the packaging drama that is to 
point morals for so many users of 
packages for retail distribution. In 
the course of the discharge of his 
regular duties of tea examination, it 
was gradually borne in upon Mr. 
G. F. Mitchell, Chief of the Office of 
Tea Control, that much of the tea on 
the shelves of American stores suf- 
fers, with the passage of time, from 
improper or ill-advised packaging. 
There was nothing in his police power 
to enable Chief Mitchell to do any- 
thing about this economic waste, 
because Uncle Sam does not attempt 
to dictate package fashions. Never- 
theiess, the predicament worried the 
tea expert. The more so after he 
began to receive occasional requests 
for advice from tea packers who 
were not entirely satisfied with their 
package performances. 

As the upshot of this unrest, we 
have the Government program of 


tea-container tests which was quietly 
inaugurated some three years back 
and which has gradually enlisted 
the cooperation of a considerable 
number of tea packers, container 
manufacturers, several national asso- 
ciations of container manufacturers, 
the Division of Simplified Practice of 
the U. S. Department of Commerce, 
and the Connecticut Agricultural 
Experiment Station. That the test 
has consumed as much time as it has 
is due partly to the circumstance that 
Chief Mitchell and his staff have been 
able to devote to the research only 
the time they could spare from their 
regular duties of tea examination. 
Also contributing to deliberation was 
the determination that the test should 
show comparative package conditions 
over the maximum period that a tea 
package might be expected to remain 
in a retail store. 


HAT places this test in a class by 

itself is that it has concerned 
itself not at all with the considerations 
that have bulked large in other pack- 
age contests—package appearance, 
package strength under stress of 
transportation, etc., etc. In con- 
trast, it has dealt wholly with an 
equation that has not figured in other 
inquisitions, viz., the effect of pack- 
age form or the packaging medium 
upon the keeping qualities of the pack- 
age contents. By that same sign, the 
application of the test revelations 
might seem to be restricted to food- 
stuffs and other commodities subject 
to deterioration. Even so, the field 
for moralizing is a broad one. And 
the lessons may go even farther afield. 
The scope of this Government test 
will be in no small degree responsible 
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for the light it will shed in packaging 
circles when the full details are made 
public later this year. For one thing, 
there was the comprehensive repre- 
sentation of package forms. Em- 
braced in the test were 110 types and 
subtypes of containers, almost all of 
them examples of standard commer- 
cial practice purchased in the open 
market. The only exceptions were 
the additions made to complete the 
package span. For example, tea has 
not, so far, been marketed in glass 
packages. So the Federal officials 
packed a quota of samples in glass 
in order to try out all types. All 
these packages were checked or 
measured against a ‘‘control’’ pack- 
age, which is not used by any com- 
mercial packer but which so closely 
approximates popular species of con- 
tainers in all the main essentials as 
to constitute an ideal pace-maker. 


URTHER contributing to the un- 

usual scope of this package test 
was its geographical range. The 
tea-container test was not confined 
to the room at Washington, D. C., 
that has assumed, this past year, the 
appearance of a well-stocked grocery 
store. Duplicate test packages were 
sent to half a dozen widely separated 
and representative American cities 
where parallel tests were conducted 
simultaneously. This side-by-side 
comparison in cities such as New 
Orleans, Chicago, Denver, Seattle, 
etc., has brought conclusive evidence 
that climatic conditions are capable 
of exerting unsuspected influence 
upon the keeping qualities of the 
contents of many of the every-day 
types of retail packages. 

The net result of the Federal pack- 
age test is to demonstrate that con- 
tainer construction has a tangible 
effect upon the flavor and keeping 
qualities of packaged goods. In the 
last analysis, it was found that, in the 
case of tea, the effect of the different 
types of packages was a variation of 
deterioration ranging all the way 
from one cent to ten cents per pound. 
To the consternation of some of the 
onlookers, it has also come out that 
some of the most expensive forms of 
packages now on the market are 
actually inferior in protective quali- 
ties to some of the less expensive types. 


Perhaps the biggest single sensa- 
tion in the package verdict is the 
disclosure of the power of the package 
liner or lining paper. It is indicated 
that, by a judicious use, say, of lead 
foil or asphalt paper, a faulty package 
may be converted into an efficient 
one. This means of escape is bound 
to be welcomed by a large number of 
packagers who have valuable good 
will invested in their recognizable 
packages. Reconstruction of the in- 
terior will permit the packager to 
retain all the characteristics of the 
outer shell which render his package 
familiar to the public and enable it to 
serve as a trade mark. 

Scarcely less startling is the manner 
in which this impartial show-down of 
competitive packages proves that 
packaging should be gauged to suit 
the gait of distribution. It is im- 
possible to overestimate the signi- 
ficance of this secret in the present age 
of chain store expansion and the 
effort in all retail marts to speed up 
the rate of turnover. Specifically, 
the Government test showed that 
almost all the diverse forms of pack- 
ages ran neck and neck during the 
first six months of the test term. 
That would seem to indicate that for 
a fast-moving specialty almost any 
package structure is adequate. 

After the first half-year had passed, 
however, the condition of the contents 
of different packages drew more widely 
apart. This separation continued 
until a stage of 2'/. years had been 
reached. After that, as though the 
poorly-packaged units had suffered as 
much as they could, the deterioration 
was less rapid and more even. Not 
only the climatic conditions pre- 
scribed by the geographical scene of 
distribution but also seasonal con- 
ditions were found to have some 
effect upon package contents. Gen- 
erally speaking, the poorest showings 
were made by the containers formed 
of materials which most readily ab- 
sorb dampness and which, in the 
absence of any intervening barrier, 
could transmit the moisture to the 
contents of the package. 


HEN are we to have the inti- 
mate details of this thorough- 
going examination? This question 
from the innocent bystander may be 


57 


answered by the explanation that the 
parties most concerned are even now 
being given the secrets of their own 
packages. By the by, some of the 
packagers have, in consequence, al- 
ready set about redesigning their 
containers. To the public there will 
be no disclosure of the identity of any 
participating package, whether its 
showing be good or bad. But, as has 
been said, each packager who had an 
entry in the race, will be told the full 
story of his own pet. Some of the 
most cheering news will go to in- 
terests that have been outsiders in 
this particular environment. For ex- 
ample, the firms that contributed 
glass containers for the test will be 
told that there is no reason why the 
glass package, wrapped in light-ex- 
cluding paper or made of blue glass 
(or glass of any color calculated to 
exclude the chemical rays of the sun) 
should not afford an ideal receptacle 
for tea. 


NDIVIDUAL advisory service, us- 
ing the resources of this package 
test, will not be confined to firms that 
cooperated by donation of test speci- 
mens. Any firm or individual faced 
by problems of package selection may 
apply in confidence for the counsel of 
the Tea Control Chief or for a recom- 
mendation as between two or more 
package candidates. All the package 
conclusions which Uncle Sam will 
voice will be tempered by a sense of 
the practical. For instance, it is 
realized that the vacuum type of 
package which, in this test, made a 
phenomenal showing on the score of 
preservation of flavor, may be too 
expensive to permit use for certain 
classes of products. 

What a jolting package test may do 
to cherished trade traditions is al- 
ready illustrated in a sequel to this 
survey. From time out of mind 
trade custom has prescribed that tea 
be packaged in square or rectangular 
containers. Coffee, by equivalent 
prejudice, was supposed to appear 
only in round containers. As the 
outcome of the Federal test of tea 
containers, several prominent pack- 
agers have recently switched to round 
packages and several other firms are 
preparing to made similar changes in 
their style of containers. 
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A Display Container Initiates 
Retail Sales 


Hookless Fasteners Formerly Sold Only to the Wholesale 
Trade Use Packages and Display Containers to Enter 
the Retail Market 


HE introduction of Hookless fas- 

teners to the retail market is an 
interesting example of the value 
of packages and display containers 
as a means of enlarging a market. 
This product has been employed by 
manufacturers of bags, overshoes, 
athletic equipment and other articles 
for many years, but until recently no 
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Fig. 1 The original display container 


attempt had been made to sell this 
product to the retail trade. When 
the Hookless Fastener Company of 
Meadville, Penna., decided to present 
its product in a form that could be 
merchandised through-retail channels 
the first necessity was a suitable 
package. 

Briefly summarized the campaign 
to introduce this product necessitated 
the following steps— 

1. Selection of suitable package. 

2. Selection of attention-com- 

manding display containers. 

3. Consumer education through— 

A. Nation-wide advertising. 

B. Department store advertis- 
ing. 

C. Patterns designed to em- 
ploy the product as a means 
of closure. 

4. Buyer education through— 

A. Salesmen. 

B. Circularization. 


Arrangements were made with a 
large, well known pattern company 
for the design of standard patterns 
employing this fastener as a means of 
decoration or closure. Patterns of 
dresses, blouses, children’s clothing 
and other articles were designed to 
use the fasteners and reproductions 
of these garments were used in ad- 
vertisements and other display ma- 
terial. 


HE next step was the composition 

of a descriptive folder containing 
complete instructions for sewing on 
the fastener and many suggestions 
for its use on various articles. As 
this folder was to be part of the pack- 
age it carried on one side a reproduc- 
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Fig. 2 » New display container presents 
attractive appearance 


tion of the ‘“Talon’’ trade mark, the 
style number, length, color and price. 
This circular was folded three times 
around the fastener and enclosed in 
a transparent glassine envelope made 
with a tuck-in end, thus making it 
possible for the customer to examine 
the article before purchase. 

Then a display container was de- 
signed to hold an assortment of the 
fastener packages (Fig. 1). The 
original display container was con- 
structed of wood and contained glass 
panels under which display material 
and folders could be shown. This 
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container matched the fittings of 
the usual notion counter and pro. 
vided a means of combining counter 
advertising with storage space. Af- 
ter considerable trial, however, this 
container was discarded in favor of a 
new design because it did not stand 
out sufficiently on the dealer’s counter 
and lacked attractiveness. 

The new container is of litho- 
graphed tin in green, black and white 
(Fig. 2). Both the front and sides 
are covered with the advertising 
message and the daring combination 
of colors immediately attracts atten- 
tion. It contains an assortment of 
three dozen fasteners in various 
lengths and colors and provides the 
dealer with storage space for the 
merchandise. As this display fix- 
ture is lighter in weight than the 
original one it has resulted in a saving 
in shipping costs. 

Advertisements, both in periodicals 
and circulars, have included repro- 
ductions of the package and display 
containers as well as patterns for the 
use of the product and the advertising 
message. Realizing that a long 
period of consumer education must 
be ahead of any new product before 
it becomes firmly established, the 
company wisely decided to use this 
method to familiarize the buying 
public not only with the product it- 
self, but also with the packages in 
which it was to be presented. 


Export Papers Increase 


XPORTS of wrapping papers, 

according to the Department of 
Commerce, have not made any not- 
able advance from year to year, but 
still on the whole show a distinct 
upward trend. Proportionately the 
largest gains have been registered in 
greaseproof and waterproof papers, 
shipments in these lines having 
doubled since 1924. This class of 
paper, however, represented some- 
what less than one-tenth of the total 
wrapping paper exports in 1928 and 
did not even reach this proportion 
in previous years. Exports of other 
wrapping papers, which comprise a 
wide variety of products, have usually 
registered an increase of 3,000,000 
to 5,000,000 Ibs. annually, or 10 to 
15 per cent. 
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Analyzing Packaging Problems 


Fundamental Considerations That Merited Attention of Sales Executives Are Outlined as They 
Applied to Merchandising Plans of Pale Moon Corporation 


By ¥. D. DUNDAS 


General Sales Manager, Pale Moon Corporation of America 


HE keen competition for a share 

of the consumer’s dollar has 

brought intelligent sales execu- 
tives to consider all the factors that 
have a direct bearing on the volume 
of sales and net profits. Inasmuch 
as the ultimate purpose of any manu- 
facturing enterprise is to sell mer- 
chandise and make money, and inas- 
much as the sales department is 
usually held responsible for the de- 
velopment of successful merchandis- 
ing programs I have felt that the 
character of our packages 
and display advertising ma- 
terial should be determined 
only by careful studies, on 
the part of sales executives, 
of the reasons that prompt 
prospective purchasers to 
buy our beverage. 

For that reason the ap- 
peals used, the amount of 
copy, and the entire layout 
and construction of these 
items are being constantly 
improved, for we never let 
our ego say that we have 
reached the apex of perfec- 
tion. I feel that successful 
packages are better created 
by men who have an oppor- 
tunity to study the reac- 
tions of the trade and con- 
sumers, rather than by in- 
side production men. On 
the other hand, I appreciate 
the fact that there must be 
a reconcilement between 
what one would like to have and what 
is practical. 

‘Pale Moon’’ is a carbonated bev- 
erage that is different. That state- 


ment in itself indicates an antithesis. © 


On the one hand, it finds itself in a 
highly competitive field; and on the 
other, being the first new drink since 
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the World War, we have the highly 
difficult task of doing considerable 
educational work. Having been con- 
vinced that our product was right, 
and having ascertained by two years’ 
experience our logical markets, our 
problem has been to make the prod- 
uct as appealing and as attractive as 
possible in order to build quickly a 
profitable mass sale. 

Incidentally the following items 
constitute the elements that we must 
consider under the term packaging: 


The “‘Triple-Treat’” package used to contain three bottles of 


Pale Moon 


Bottles 

Caps 

Labels 

Foil 

Corrugated Containers 
Advertising Material 


have developed a conformity table to 
which all our package material must 
adapt itself, and, in so doing, satisfy 
the needs of the consumer and meet 
the demands of the sales and pro- 
duction departments. Undoubtedly 
there might justifiably be variations 
necessary for different types of busi- 
nesses, but in general, I feel that this 
table might well be used as the basis 
for any package or container policy. 
A. Production Department Require- 
ments 
1. Is it convenient to 
handle? 

Is it necessary? 

Is it economical? 

Does it afford ample 
protection? 

Is it easy to pack and 
ship? 

Sales Department Re- 
quirements 

Is it easy to handle? 

Is it easy to ship? 

Is it easy for mer- 
chants to stock and 
display ? 

Does it lend itself to 
“‘trading up’’? 

Does it lend itself to 
effectively advertise 
the product? 

Does the unit num- 
ber conform to trade 
practice? 

Does it have any 
sales points our com- 
petitors do not? 

Customer's Requirements 

Is it attractive? 

Is it convenient? 
. Does it protect contents? 

We put up three types of packages 
and in each instance the above re- 


We have naturally standardized quirements were held uppermost in 
wherever possible and in the process mind. Let us take, for example, our 
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Protection for your product— 
after it leaves your packing room 


_ laboratory tests the purity of 


the ingredients that make up your 
product—extreme care and plant clean- 
liness guard it through each succeed- 
ing step in its manufacture. 

And after it leaves your packing 
room— 

R-O Aluminum Seals will take the 
responsibility of bringing it to the cus- 
tomer in perfect condition. 

R-O Seals make positive hermetic 
closures. They are applied by a spe- 
cial sealing machine that holds the 
blank seal firmly in place, shuts out 
the air and rolls the thread right into 


the thread of the bottle—all in one 
swift operation. 

Your customers will appreciate the 
convenience of R-O Seals. They are 
easily removed with a slight twist and 
just as easily replaced. They always 
make an excellent re-seal. 

R-O Seals are made of pure Alcoa 
Aluminum, the non-rusting, non-con- 
taminating safety metal. They are neat 
and trim. They always retain their 
bright, clean appearance. 

Write us for complete information 
about R-O Aluminum Seals and 
Sealing Machines. 


EE 
ALUMINUM SEAL 


ALUMINUM COMPANY OF AMERICA 


2429 Oliver Building 
Pittsburgh, Pa. 


am 


ALU! 


eB 


Offices in 19 Principal 
American Cities 


ALUMINUM IN EVERY COMMERCIAL FORM 
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Laboratory tested materials assure quality of beverage 


triple-treat package, and see how we 
might apply the above standards. 

A-1. It is convenient to handle— 
not too large, nor too small. 

A-2. It is necessary because the 
sales department found a need 
for such a package. 

A-3. It is economical because the 
increased unit of sale gives an 
extra margin with which to play. 

A-4. It affords ample protection 
because each bottle is individ- 
ually packed and eight triple- 
treat packages are so packed that 
no breakage is possible. 

A-5. It is very easy to pack and 
to ship. 

Our Sales Department 

B-1. It is very easy to carry a 
triple-treat package. 

B-2. There are no shipping handi- 
caps. 

B-3. Ideal for this reason. Gets 
more merchandise in smaller 
space. Enables merchant to 
make fine display. 

.B-4, This is an important consid- 
eration, for if consumers buy 
three bottles instead of one they 
become better customers. The 
dealer (and in turn the manu- 
facturer) has a larger unit sale 


and profit. Inci- 
dentally we have 
found that seven 
times out of ten 
it is possible to 
sell a triple-treat 

package where a 

customer asks for 

one bottle. 

B-5. A selling 
story, both in 
picture and copy, 
makeseach triple- 
treat package an 
advertisement. 

B-6. Inasmuch as 
there are 8 triple- 
treat packages 
to a case, the 
resultant 24 bot- 
tles enables the 
retailer and job- 
ber to make com- 
parison with our 
competitors. 

B-7. That was our 
principal object 
in putting out 

such a package. 

Our Customers 
C-1. It is attractive enough to be 

left in the pantry or kitchen 
colorful enough 
to conform to 
modern sur- 
roundings. 

C-2. Itis conve- 
nient to buy, to 
handle, and to 
stock. 

C-3. Itis almost 
impossible for 
the bottles to 
be broken be- 
cause the cor- 
rugated con- 
tainer is so well 
made and 
sealed and be- 
cause each bot- 
tle is well sepa- 
rated. 

Interesting, isn’t 
it? 

We believe, fur- 
thermore, that it is 
just as important 
to know how, when 
and where to buy, 
as it is to know how 
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to create an unusual package or 
advertising idea. Ordinarily the di- 
rector of sales pays little, or no, at- 
tention to the problems of the pur- 
chasing department. Our policy 
along these lines, however, makes it 
absolutely essential that we work in 
close cooperation. Perhaps you 
might be interested in the salient 
features of it: 

1. Not purchasing too far in ad- 
vance of actual need, thus avoid- 
ing overstocking. 

On the other hand, we try to 
order sufficiently in advance to 
prevent shortages. 

Business is awarded on a busi- 
ness basis—we play no favorites. 
The considerations involved in 
this respect in the order of their 
importance to us are: 

a. Reliability of vendor 

b. Quality of merchandise 

c. Service 

d. Price 

Our mechanical equipment has 

naturally been constructed and in- 
stalled in accordance with our pack- 
aging requirements, so that a brief 
resumé of our bottling process might 
be of interest. 

Bottles are fed by hand to the 


Filling, capping and labeling unit at Pale Moon plant 
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If 


there were no differences ° 


We are constantly 
striving to make the 
phrase ‘‘as good as 
BUTLER” mean even 
more than it does 
today. 


in Butter Cartons 


If all were alike in quality of materials used— 
If all could be folded with the same ease— 
If all had the same appearance— 


There would be no risk in haphazard buying 
—no need to “look into” the products of all 
manufacturers. Purchasing could be done on 
a price basis only. 


But there are vast differences which warrant 
an investigation—VALUE should be_ the 
primary consideration in choosing a source 


of supply. 


BUTLER cartons are made to quality specifica- 
tions on special equipment. They are built to 
a standard, not to a price. They can be 
assembled with the highest degree of efficiency 
and are ideal for the packaging of your 
butter. 


It will be worth your while to learn about 


BUTLER cartons. 


THE BUTLER PAPER PRODUCTS CO. 


TOLEDO, OHIO 





‘“*THE MOST PROMPT DELIVERIES EVER ATTEMPTED” 
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Shipping room, showing conveyor and shipping case sealer 


washing machine where they are 
thoroughly scrubbed and rinsed in 
several waters. Leaving this ma- 
chine they are placed on a conveyor 
belt that conveys them 

to the filling unit. En- 

tering the filling ma- 

chine the bottles re- 

ceive a mechanicaliy 

and accurately meas- 

ured amount of the fla- 

voring syrup and then 

pass to the filling ma- 

chine where they re- 

ceive the carbonated 

water. Next in order 

is the capping ma- 

chine. Here the caps 

are fed from a hopper, 

placed in position on 

the neck of the bottle, 

and, after. it is pressed 

on, a strip of foil is 

spun around the neck 

of the bottle. The 

capped bottles pass along a conveyor 
belt to the labeling machine where the 
label is glued, applied and pressed into 
place. Moving along another belt the 
bottles are inspected for damaged bot- 
tles or labels and then packed into 
wooden cases where they are left for 
twenty-four hours to detect leaking 
bottles. 

At the expiration of this time the 
bottles are repacked in corrugated or 
fibre shipping cases, sealed, and the 
cases are removed to the shipping 
room. 

It is of interest to note that all new 
materials are used in bottling and 
shipping Pale Moon. This company 
does not accept the return of used 
bottles. 

In preparing the display material 
used to feature Pale Moon in retail 
stores and exhibits, it was appreciated 


that to attract at- 
tention and also take 
advantage of the dis- 
play value of the 
label, the decorative 
plan should follow 
as closely as possible 
the color scheme and 
the design of that 
label. As may be 
seen in an accom- 
panying illustration, 
the standard display 
shows an enlarged duplication of 
the label with suitable descriptive 
slogans that describe the product. 
The label on the green bottle carries 


Standard display booth featuring product 


the name and figures in dark blue. 
I hope that in this brief article I 

have emphasized the interdependence 

of all departments of a modern busi- 

ness institution and 

indicated in a gen- 

eral way in what light 

proper packaging is 

held by our sales ex- 

ecutives. 


EQUIPMENT AND 
SUPPLIES 
Bottle washing ma- 
chine: Lowe Machinery 
Co. 
Filling machine:  Li- 
quid Carbonic Co. 
Capping machine: Li- 
quid Carbonic Co. 

Case sealer: J. L. 
Ferguson Co. 
Bottles: 

Tatum Co. 
Caps: L. Mundet Co. 
Labels: Calvert Co. 
Foil: The Reynolds 

Metal Co. 


Whitehall 
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American and British Firms to 
Exchange Packaging Ma- 
chinery Patents 


ONSUMMATION _ of plans 

whereby the Package Machinery 

Co., Springfield, Mass., will exchange 

ideas and patents with British con- 

cerns has been announced by Roger 

L. Putnam, president of the company. 

An agreement was recently made 

with the Forgrove Machinery Com- 

pany and affiliated concerns of 

Leeds, Eng., to handle merchandise 

made by the local company and to 

manufacture the product there if the 

demand is strong enough. E. Lovell 

Smith, chief engineer 

of the Package Ma- 

chinery Co., will make 

a further survey of 

possibilities for ex- 

change when he makes 

a trip to England. 

As a result of the ex- 

change, the Package 

Machinery Co. will 

manufacture cigar and 

chocolate wrapping 

machinery here on 

British patents. In 

addition to the use of 

patents and designs on 

machinery perfected 

by foreign manufac- 

turers, the sales force 

of the company will 

distribute the British 

merchandise here and the sales staff of 

the Forgrove company in England 

will sell and service the Package 
Machinery products. 





Automatic bottle washing equipment 
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The accompanying 

illustrations show a 

few of the many 

kinds of Folding 

Paper Boxes we are manufacturing 
for Food Products. Some of these are 
printed in four or more colors. 


The Box Board is produced in our own 
Paper Mills (daily capacity 700 tons). 
The Boxes are made ina Modern Box 
Factory completely equipped with the 
latest and best machinery for speedy 
and economical production. 


On orders for good sized quantities, we 
are abletomake 
very attractive 
prices on fine 
quality boxes. 


ed 


CONSOLIDATED PAPER COMPANY 
MONROE, MICHIGAN 
Folding Paper Boxes— Corrugated and Solid Fibre Shipping Cases 
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Molded Wood Pulp Containers 
and Displays 


YMBOLIC seasonable toys, deco- 
rations and window and counter 
displays such as shown in the ac- 
companying illustration are molded 
from wood pulp by the Drake Process 
as operated by the F. N. Burt Com- 
pany, Ltd. Buffalo, New York. 
Particular attention is given to the 
color schemes used and every ef- 
fort is taken to obtain in each article 
a faithful reproduction of the subject. 
Certain special types of pulp which 
have desirable fiber structures are 
used and much of the material is vir- 
gin pulp, although in some articles 
it is possible to use pulps that may 
have been made up into other prod- 


ucts. It is stated that satisfactory 
results cannot be had by using mis- 
cellaneous waste paper or many of 
cheaper reworked stocks. 

Briefly, in this process the pulp is 
carefully prepared and each fiber 
separated and floated in a relatively 
large percentage of water. This solu- 
tion is then run into the molds and 
the fibers are successively built up 
or felted against the screen lining of 
the mold as the water passes through 
the mesh of the screen. Super- 
heated air under pressure compacts 
the pulp against the wall, further 
reducing the water content to a point 
where the object has sufficient 
strength to stand stripping of the 
mold. The remaining moisture is 
then removed in drying kilns. 


Molded pulp containers for various uses 





Trade Catalogs 


Box Coverings: District of Colum- 
bia Paper Mfg. Co. of Washington, 
D. C., have recently issued two new 
papers for box coverings. ‘‘Thibron” 
is made in five colors—tangerine, 
purple, black, green and red with a 
design in two-color metallic effect. 
‘Palette’ is made in five colors—tan, 
blue, tangerine, green and _ red, 
sprinkled with vari-colored and gold 
irregular figures. 


Damask and Leather Papers: Two 
booklets of new papers have been is- 
sued by the Hampden Glazed Paper 
& Card Co., of Holyoke, Mass. 
Damask is shown in three designs in 
a wide range of color. Cornova is 
made both in vari-colored effect and 
with gold. In all leather shades. 


Decorative Papers: Pinco Papers, 
Inc., Camden, N. J., have issued 
samples and a price list on box 
cover papers for 1929 (Volume No. 
12). The catalog contains 163 
samples of various designs and colors, 
all of which show the modern trend 
in designs and shades. 


Filling Equipment: The Karl 
Kiefer Machine Co., Cincinnati, Ohio, 
have just issued a broadside folder 
illustrating and briefly describing 
liquid filling machines, belt convey- 
ors, rinsing and drying equipment, 
semi-liquid filling machines, closing 
machines, filters and pumps. This 
company plans and equips complete 
plants for the bottling and packaging 
of liquids and semi-liquid products. 
A list of a few of the manufacturers 
the company has served is included. 


Modern Packaging 


Tissues: The Japan Paper Co. of 
New York City are showing a new 
wrapping tissue called ‘Stellar Tissue 
Wrapping.”’ This is developed in a 
radiant star effect in either gold or 
silver on green, blue, red, black or 
white background. The design con- 
sists of a star center with rays and 
dots forming a circular effect. 


Box Coverings: Walther and Com- 
pany of 102 Harrison Street, Brook- 
lyn, N. Y., have recently issued five 
booklets of new designs in ‘“Walco”’ 
box coverings. Four of these book- 
lets show designs in modernistic 
effect; the other contains samples in 
five colors and black in velour finish 
in grain effect. 


Box Coverings: A pamphlet, is- 
sued by Whiting-Patterson Co., Inc., 
265 Canal St., New York City, con- 
tains samples of several numbers of 
decorative paper. These include 
modernistic as well as special Easter 
and Mother’s Day papers. 


Enameled Papers: McLaurin- 
Jones Co., of Brookfield, Mass., have 
issued four booklets of ‘“Ware’’ Crys- 
tal Box enameled papers, both plain 
and embossed in a variety of colors 
and patterns. 


Decorative Tissues: A _ booklet 
issued by The Tuttle Press Co., 
Appleton, Wis., contains samples of 
tissues for gift wrappings, catalog 
covers, fly leaves, etc., in a wide 
assortment of colors and patterns. 
Many of them are developed in 
modernistic effects. 


Suitability in Fancy Box 

Design 
(Continued from page 46) 
and reliability and the style of letter- 
ing and the shield design present a 
strong appeal to masculine taste. The 
design is developed in gold and black 
and the entire ensemble is in excellent 
taste. 

All these boxes demonstrate the 
necessity of selecting a box suitable 
for the product to be packaged if 
full packaging value is to be ob- 
tained. In each instance the design 
has been selected because it sug- 
gested the contents, appealed to a 
particular market, and presented a 
new and attractive appearance. 
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Storing and housing boxes costs 
money—involves increased labor 
costs for handling and takes up 
valuable space which you could use 
more profitably. 


There’s a better way—right in line 


with the most efficient production 
methods. It’s the installation of an 
Inman Automatic Box Machine in 
your plant. With an Inman you 
can produce just as many boxes as 
you need to keep up with your pro- 


Invest iInan duction schedule—1,000 to 100,000 


boxes per day. 
nm ma Mm The Inman Automatic turns out 
FINISHED boxes from ROLL Stock 


Or FHHFHFSHHS — oid pasted complete. One op- 
pI aie Dc. Gusnses 


Saved I n cost production is made possible at low- 


est labor costs. 


of conta ners We can supply an Inman Automatic 


to produce your boxes—any size or 
style. We'll gladly send you details 
regarding costs and samples of 
Inman-made boxes. Better write 
us today. 


utomaticBox Machines 


Madea m,N Y, b 














Production Can Capper 


NE of the most welcome addi- 
tions to the mechanical equip- 
ment necessary in speeding up pro- 
duction of small tin containers of the 
type in which medicinal tablets, such 
as Cascarets, Aspirin, Ex-Lax, etc., 
are packed, is a new high speed 
“Production Can Capper’ recently 
perfected and now being marketed by 
the Pneumatic Scale Corporation, 
Limited, of Norfolk Downs, Mass. 
Applying these small lids by hand 
has heretofore been a troublesome 
problem, so much so that in most 
cases it has been preferable to use a 
hinged cover even though the cost has 


Automatic capper for small tin containers 





been much greater than the loose cover. 

The illustration shows one of these 
machines in operation at the plant of 
the Ex-Lax Manufacturing Co., 
Brooklyn, New York. 

It is designed to cap at high speed 
any small tin box similar in size and 
make up to the popular Aspirin or 
Cascaret type. 

The machine is simple in construc- 
tion and occupies a floor space ap- 
proximating 2’6” x 2’2”, this without 
conveyors. If conveyors are used, 
they will not be over 4’ in length. 

A device to automatically feed the 
caps can be added when desired, in 
which event one operator only can 
take care of the entire equipment, 
replenishing the hop- 
per of the cap feed- 
ing device and gener- 
ally overseeing the 
machine. Should 
the automatic feed 
not be used, then two 
operators will be re- 
quired, one to feed 
the caps, the other to 
remove the covered 
tins. This machine 
will feed and cap the 
tins at the rate of 
from 60 to 100 a 
minute, depending 
on the size and shape 
of the can to be 
capped. 

Caps are spotted 
squarely on the tin 
and pressed down to 
any desired degree of 
tightness. 

Many pharmaceu- 
tical houses have 
been handicapped 
in overcoming what 
has ordinarily been 
a slow spot in pro- 











duction plans in applying container 
covers by hand. Not only has the 
operation been slow, holding down 
production ‘all along the line, but 
ordinarily required a number of oper- 
atives who occupied considerable 
valuable floor space. 

Automatic Biscuit Weigher 
A new automatic biscuit and 

cracker weigher, for use in bis- 
cuit and cracker bakeries, nut and 
candy packaging plants and various 
others where products that cannot be 
handled on automatic weighing ma- 
chines are packaged has been placed 
on the market by the Triangle Pack- 
age Machinery Co., 416 West Huron 
St., Chicago, Il. 

The method of feeding crackers, 
biscuits or other irregular products to 
the weighing mechanism is entirely 
novel. One of the most prominent 
features of this new machine is the 
fact that the product is handled in a 
more careful manner than is possible 
by hand-filling and will not cause any 
breakage of the product as it is being 
weighed for packaging. 

The product is fed in a uniform, 
regular stream directly into the con- 
tainer and after the required weight 
has been reached the feed is auto- 
matically stopped. 

All the moving parts of the feeder 
coming in contact with the material 
are properly covered so as to protect 
the product from rough handling. 
Satisfactory speeds can be obtained 
by building the machine in sections 
and the weights are accurate. Such 
products as animal crackers, round 
soda crackers, pretzel sticks, ginger 
snaps, etc., that are being packaged in 
most of the large bakeries in this 
country can be handled satisfactorily 
on this unit. 
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HILLSIDE, N. J. 


Whos Your Friend? 


1929, ... is on its way, ... and it’s my belief we 
are going to see the best year ever, ... I would 


suggest you carefully watch your source of 


supply. 


Tank fipek 


President 


. S.... prices will climb! 
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Advances in Design of Carton- 
ing Machines 


N recent types of cartoning ma- 

chines, R. A. Jones & Co., Inc., 
Cincinnati, Ohio, have embodied a 
combination of pneumatic and me- 
chanical devices through which every 
carton is brought forward from the 
magazine and opened despite any 
resistance that may be due to poorly 


Display container cartoner 


made, warped or stuck-together 
cartons. These well balanced de- 
vices, coordinated in action and 
moving with positive precision, pre- 
vent spoilage and thus increase pro- 
duction. These carton feeding and 
opening improvements are a part of 
every new Jones machine built and 
can be used for practically every 
size carton and for either glue flap 
end cartons or tuck end cartons. 

Devices for inserting the load 
vary in design and in action due to 
varying sizes and the character of 
the different products as contents of 
the cartons. Intake devices for re- 
ceiving the load, while general in 
character and positive action, vary 
in size and make up according to the 
load to be received for insertion. 

The flap folding and closing devices 
are designed to handle either glue 
flap end cartons or tuck end cartons 
and with their accuracy of motion 
and performance permit a continuous 
flow of packages through to the point 
of finished delivery. The discharge 
or delivery mechanism varies in de- 
sign, that is, width and length, ac- 
cording to size of the carton. 

Many of these machines recently 


installed and embodying the im- 
provements and refinements referred 
to are producing steadily at the rate 
of 100 packages per minute. An- 
other striking feature of the Jones 
cartoning machine is that of feeding, 
folding and inserting advertising mat- 
ter with the load. That is, a circular 
is fed from a magazine, folded into 
position and inserted with the load as 
it is carried into the carton. 
Another recent 
development by 
this company is a 
cartoning machine 
made large enough 
to collect, count 
and insert a dozen 
or so of a cartoned 
product in a con- 
tainer or display 
carton. Feeding 
and opening of the 
larger carton is the 
same as on the 
improved standard 
cartoners. De- 
vices to collect and 
count or separate 
an exact number 
of small filled and 
closed cartons 
were invented and 
developed. The 
operations other- 
wise are very simi- 
lar to those of the 
improved  stand- 
ard cartoners and 
both glue end and 
tuck end large 
container or dis- 
play cartons may 
be used. Through 
this development 
of collecting and 
separating an ex- 
act number and 
inserting them in 
a container, the 
large cartoner can 
be made to take 
the output of two 
or three or more 
small cartoners. 


All-Metal Vacuum Filler for 
Bottles and Cans 


Modern Packaging 


ing illustration, rubber or flexible 
metallic tubing is entirely eliminated, 
making the machine especially suited 
for the filling of liquids and semi- 
liquids that act as a solvent of rubber, 
thereby causing discoloration and 
other injurious effects on the liquid 
being filled, besides making it neces- 
sary to constantly replace the de- 
teriorated rubber tubing. 

The model shown is a four-stem 
machine although it is understood 
that the machine which will be 
placed on the market and stand- 
ardized on will be a six-stem machine. 
Eight- and twelve-stem machines for 
handling smaller sizes of containers 
will be furnished as specially built 
machines by the manufacturer, the 
Bruno Mfg. Co., Buffalo, N. Y. 

Embodied in the construction of 
this machine is included a universal 
ground joint which was originated 
several years ago and has proved 
successful in the construction of the 
E-Z Kleen can filling machines also 
made by the same company. 
Through the use of this device it is 
possible to entirely eliminate the use 


All-metal vacuum filling machine for bottles and cans 


of rubber or flexible metallic tubing 
and have the advantage of an all- 
metal construction that makes the 


N the construction of the filling machine as flexible and just as easily 


machine shown in the accompany- 


(Continued on page 72) 
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From Start to Finish 
KIEFER CONVEYORS 
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ITHOUT a human hand directing their course after they have been 
started, Bromo-Seltzer bottles are carried from filling machines, to 
cappers, to labelers, to cartoners, etc., by Kiefer Conveyors. 


In this modern and splendidly equipped plant of the Emerson Drug Com- 
pany, Kiefer Conveyors are indispensable for keeping production to schedule 
and operation at lowest cost. 


The work of the machine operators is greatly facilitated—the bottles are 
brought to them and taken out of their way without costly delays, confu- 


sion, or unnecessary handling. 





Write for our new catalog of Kiefer Conveyors showing other interesting 
plant installations. 


THE KARL KIEFER MACHINE COMPANY 
CINCINNATI OHIO 


London Office: C. S. duMont, Windsor House, Victoria St., Westminister, S. W. I. 


See our Data 


in the 
PACKAGING CATALOG 
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New Fillers and Wrappers 


co ) new filling and wrapping 
types of automatic machines re- 
cently developed by the Cartoning 
Machinery Corp., Newport, R. I., 
one to the manu- 
hard 


are of interest; 


of peanuts, small 


facturers 


Combination label banding and wrapping machine 


New bag filling maching 


candies and food products, and the 
other to manufacturers of bias tape, 
rick rack, braidings, bindings and 
other novelties. 

The bag filling machine illustrated 


will handle the satchel bottom bag 
and the straight bottom bag made 
of glassine, crystalline or regular 
standard paper. The bags are 
opened with a blast of air after being 
fed from a magazine containing a 
thousand or more bags. The filling 
device is adapted to the product and 
arranged with a 
micrometer ad- 
justment that 
can be shifted 
to regulate the 
amount of prod- 
uct filled into 
each bag. After 
filling, the bags 
are folded, glued 
and heat sealed. 
A variable speed 
from 36 to 55 
bags per minute, 
depending upon 
the product, is 
guaranteed. 

The combina- 
tion label band- 
ing and trans- 
parent cellulose 
wrapping ma- 
chine will han- 
dle packages of 
tape, braidings, 
and novelty 
bindings _ that 
have been 
wound on a card 
of uniform size. 
The labels are 
fed from a maga- 
zine, wrapped 
around the pack- 
age and glued. 
The packages 
are then fed by 
conveyor 
through a second 
set of folding 
wheels which 
wrap them with 
transparent cel- 
lulose, that has 
been fed from a 
roll and cut to 
the required 
length for each package. ‘The wrap- 
per is glued and held under pressure 
as it passes along the discharge con- 
veyor until it is properly set. The 
speed guaranteed on this machine 
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varies from 40 to 60 packages per 
minute, depending on the size of the 
package and condition of the material 
that is to be placed in the container. 


All-Metal Vacuum Filler for 
Bottles and Cans 


(Continued from page 70) 


and quickly changed from one size 
or style of container to another as 
though rubber tubing were used. 

When it is desired to change the 
machine from one size of container 
to another, the operator can make 
all the necessary adjustments from 
the front of the machine, and standing 
erect. An important feature is that 
the filling head can be easily, quickly 
and correctly adjusted to the proper 
filling height by means of hand wheels 
directly in front of the operator, 
eliminating the necessity of having 
to lean over and straighten up several 
times which is the case when adjust- 
ments have to be made from the 
back or under part of the machine. 

All surplus liquid drawn into the 
overflow jars is automatically re- 
turned to the reservoir of the machine 
by means of a three-way mechanically 
operated valve, positive in action, 
without the use of a pump or float 
controlled mechanism inside of over- 
flow jars. Only one lever is required 
to operate the machine. This lever 
can be so perfectly balanced that a 
child can operate the machine. A 
simple locating device registers the 
opening in containers in perfect 
alignment with filling stems and the 
machine is also provided with ad- 
justable centering blocks for bringing 
the opening in the bottles or cans 
concentric with the filling stems. 

The machine is quickly and easily 
adjustable for filling any size or style 
of bottle, including sprinkler tops, or 
cone top and spout top cans from 
-1/2 oz. capacity to bottles or cans 
3'/, in. in diameter. There is no 
dripping or afterflow from the filling 
stems. The equipment can be easily 
dismantled for cleaning or can be 
cleaned by running warm water or 
solvent through the machine. It is 
adaptable to oils, flavoring extracts, 
ink, aqua ammonia, medicines, per- 
fumes, lotions, or any other liquid 
that is filled into cans or bottles. 
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PRODUCT 
Fully Dressed? 
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LOTHES don’t make the man, and 

beautiful cartons won’t sell in- 
ferior goods. What they will do, how- 
ever, is to attract favorable attention. 
That, in the selling of merchandise, is 
half the battle won. 


Hundreds of manufacturers today are 
losing millions of dollars in sales that 
could be secured easily if they would 
only dress up their products in attrac- 
tive well-printed cartons. Get your 
share of this business. Your boxmaker 
will be glad to help by submit- 

ting new designs. 


Whether you use your present 
design or develop a new one, 


Ridgelo Clay Coated Folding Boxboard 
will help make it more attractive. 
Ridgelo gives cleaner, clearer impres- 
sions that result in brighter, more 
attractive cartons. It is specified by 
many manufacturers who want to be 
sure of quality. 


Ridgelo will help reduce your carton 


costs, too. The unusual smoothness 
of both coating and back and the 
uniformity of the stock allow easier 
handling, quicker make-ready, while 

attaining brilliant printing results. 


Stocked in white and eight colors. 
Special colors to order. 


LOWE PAPER COMPANY 


RIDGEFIELD 


Write for Sample Book 
Use the Coupon — 


For More Attractive Cartons—Use 
RIDGELO Clay Coated Boxboard 








NEW JERSEY 


LOWE PAPER CoO. 
RIDGEFIELD, N. J. 


MPM 


Please send me a sample book of Ridgelo Clay Coated 


' Folding Boxboard. 
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Trade Notes 


HE National Packaging Machin- 

ery Co. has announced the re- 
moval of its plant to new and larger 
quarters at 459 Watertown St., New- 
tonville, Boston, Mass. 


LANS have been made to open a 

chain of 104 luncheonette, ice 
cream and confectionery stores in 
New York City by the Bush Chain 
Stores, Inc., a new organization 
headed by Philip F. Cohen. Ralph 
H. Haas, formerly director of the 
Happiness Candy Stores, Ind., will 
assist Mr. Cohen. 


HE Window Display Installation 

Bureau of Cincinnati, Ohio, has 
decided to retire from the field of 
national window installation in favor 
of Window Advertising, Inc., of 
New York. All the assets, files, etc., 
of the Bureau have been transferred 
to the latter firm. A number of 
local installation companies were 
representatives of both the Bureau 
and Window Advertising, Inc., and 
a majority of the*stockholders of 
the Bureau felt that better service 
could be secured with one national 
organization and that the head- 
quarters of that national organization 
logically should be in New York 
City. 


HE American Paper and Pulp 

Association and affiliated asso- 
ciations held their fifty-second annual 
convention at the Waldorf-Astoria 
Hotel, New York City, Feb. 18-21. 
The meetings included technical and 
business sessions and the annual ban- 
quet which was held the evening of 
February 20. 


NNOUNCEMENT has _ just 

been made of the addition of 
Frank H. Amy to the sales depart- 
ment of Lowe Paper Co., Ridgefield, 
N. J., manufacturers of clay coated 
products. Mr. Amy for fifteen years 
was connected with the Seaman Paper 
Co. of New York City. For the 
present, he will cover the East, 
selling the complete line of Lowe 
clay coated products. 


UGH S. GILHAMS has _ been 

elected president of J. S. Ivins’ 
Son, Inc., to succeed the late W. 
Wallace Roberts, who died Feb. 1, 
1929. Mr. Gilhams has been actively 
connected with the Ivins’ organiza- 
tion for some time, having previously 


held the position of vice president 
and general manager. Other officers 
of the corporation are Howard S. 
Roberts, chairman of the board; 
Walter S. Ivins, vice president; and 
Albert S. Love, secretary and treas- 
urer. The Ivins’ Company has been 
very active during the last few 
years in the development of new 
items for the biscuit industry and 
also in the development of new 
merchandising methods. Their busi- 
ness for 1928 exceeded any previous 
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year by a big margin, and since the 
establishment of this business in 
1846, they have constantly advocated 
and produced cookies, cakes, and 
crackers of high quality. 


U Pont Cellophane Co. has 
announced the appointment of 
J. G. Jorgensen as assistant district 
sales manager of the eastern metro- 
politan area. E. K. Graves has been 
assigned to the company’s outside 
sales force, with headquarters at the 
New York office at 2 Park Ave. 
He will now cover the State of Con- 
necticut and the northern part of 
New York State, the territory 
formerly covered by Mr. Jorgensen. 
William Rheaume has been added to 
the outside sales force of the Chicago 
district office, making his head- 
quarters at 120 South LaSalle St., 
and will cover the major parts of 
Michigan, Indiana, part of Kentucky 
and all of Illinois except Chicago 
proper. 


HE Lily-Tulip Cup Corp., newly 

formed, represents the combina- 
tion of the Tulip Cup Corp., manu- 
facturer of ‘Tulip’ paper cups, 
“Nestrite’ containers, paper cans 
and other specialties, and the Public 
Service Cup Co., manufacturer of 
“Lily” cups and ‘“Paktite” paper 
containers. Products of both com- 
panies have been on the market for 
many years, the former occupying a 
factory building at College Point, 
L. I., and the latter factory space in 
the Bush Terminal Bldg., Brooklyn, 
N. Y. Henry Nias is president and 
general manager and Simon Bergman 
is chairman of the board of directors 
of the new corporation. 





Your products or packages labeled with Lambooy labels will 


command attention. 


and perfectly printed. They are your best salesmen. 
Sketches gladly furnished. Try us on your next order. 


ASD, 


AND EMBOSSED SEALS. 


They are always attractively designed 


PARCHMENT INSERTS, COOKIE SEALS, CAKE BANDS 


LAMBOOY LABEL AND WRAPPER CO. 


2135 PORTAGE STREET KALAMAZOO , MICH. 
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| Brilliant Filtrate 
| Dependable Production 
Positive Elimination 


of minute impurities 
and neutral particles 


These are the results which have caused 
the world’s discriminating chemists to 
regard as the highest type in design, 
construction and efficiency this 


U.S. DRUM MULTIPLE 
DISC FILTER 


HIS unusually successful pressure up to 50 pounds. 
filter is the result of Efficiency due to special fil- 
| years of actual experience tering mediums and patented 
and experimenting in chemi- mechanism. Has never been 

cals, Mineral Waters, Phar- successfully imitated. Let 

maceuticals, Cider, Vinegar us give you the details and 
| and all types of natural and suggest how you can use this 
compounded liquid filtration. filter most profitably. Nocost 


Made to withstand pump _ or obligation. Write today. CHICAGO 


4015 NO. ROCKWELL ST. 


U.S. BOTTLERS MACHINERY CO. 


BOTTLING AND PACKAGING ENGINEERS 


NEW YORK 
20 VESEY STREET 


| | 
| 
| 
| 
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ANY QUANTITY 
Op EVERY STYLE 


FOLDING BOXES 
COUNTER DISPLAY CARTONS 


Cw |PAPER MANUFACTURERS SINCE 1868; Gas 











BOSTON 
NEW YORK 


BRANCH :, CHICAGO ‘< oFFICES 
— =: sfLous : — 
CLEVELAND 


PHILADELPHIA 


THE RICHARDSON COMPANY 


Lockland, Cincinnati, Ohio 
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Washington Correspondence 


N making public the extent of the 

Spanish market for American elec- 
trical equipment, the Department of 
Commerce has announced some valu- 
able packing rules> It is stated that 
during the years 1923 to 1927, our 
electrical exports to Spain totaled, 
respectively, $2,052,124, $1,728,691, 
$2,416,760, $1,710,989 and $1,809,- 
949. 

As to packing and shipping the re- 
port said: 


The requirements for successful packing 
are that any goods composed wholly or in 
part of porcelain, glass, or other breakable 
material be carefully floated in excelsior 
or similar product and that the outside 
covering be stout enough to resist several 
handlings on the docks and at the railway 
stations. There are few modern arrange- 
ments for moving freight, and heavy pieces 
that have to be manipulated by hand often 
suffer. The weight of the packing is of 
little moment, as all duties on electrical 
goods, with the exception of insulated wire, 
street railway trucks, elevators, and wooden 
telegraph poles, are levied on the net weight 
of the article itself. Any special instruc- 
tions of local agents should be followed as 
closely as possible. 

Lines of Spanish steamers run directly 
to ports on the Mediterranean and the 
Bay of Biscay, and care must be taken to 
see that packages are consigned so that 


INSURANCE 


they are put aboard the proper one. Goods 
destined to Madrid may go either way, be- 
cause freight rates do not discriminate 
against one or the other, but care should be 
taken to see that the purchaser has brokers 
or forwarders located at the one decided 
upon. Railway carrying charges are very 
high and should be kept down to a minimum 
by using the port nearest destination rather 
than consigning all shipments to Barcelona, 
Bilbao, or other port. The proper practice 
has not been adhered to in the past as 
strictly as it should have been. This has 
often caused unnecessary expense to the 
consignee. 


RESH fruits exported to the 

Philippine Islands are usually 
packed in ordinary domestic wooden 
boxes reinforced with metal straps, 
according to Assistant Trade Com- 
missioner Harvey V. Rohrer, Manila. 
The use of oiled paper wrappers in the 
packing of apples is highly desirable, 
he says, because it protects the 
sound apples from those that are 
partially rotted. Lemons, oranges 
and grapefruit are packed in the same 
type of boxes, with metal strapping. 
Pears require extremely careful pack- 
ing to avoid bruises, and are shipped 
in boxes having a gross weight of 
approximately fifty pounds. There 
are three types of packing used for 


%y, 
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exporting grapes to the Philippines — 
kegs, drums and cases. Quantities of 
grapes are being received at present 
in cases of thirty-two and twenty- 
four pounds. 


HE Wortendyke Mfg. Co., Rich- 

mond, Va., announce that Ken- 
neth E. Hoffman and John L. Rene- 
han, formerly of Troy, Ohio, are 
now associated with the gumming 
plant of that company. Mr. Hoff- 
man will assist in sales development 
and in establishing satisfactory out- 
lets for the products of this depart- 
ment. Mr. Renehan will have charge 
of the laboratories and all technical 
problems. Factory production will 
be directly under his supervision. 


OUIS Dejonge and Co. has an- 

nounced the following changes in 
its organization: Robert H. Hervey, 
general sales manager, Henry J. Zittel, 
sales manager of Glazed Paper Di- 
vision and Theodore Bliss, sales man- 
ager of Coated Paper Division. 


PREMIUM 


YOU PAY NO PREMIUM WHEN YOU BUY 


PACKAGE and LABEL GLUES 


that daily safeguard the appearance and production of the best known products 


on the market. 


Largest Producers of Adhesives in the World 


National Adhesives Corporation. 


SUCCESSOR TO 


NATIONAL GUM & MICA CO.—THE GLUCOL MFG. CO.—DEXTRO PRODUCTS Inc. 


Executive Offices: 820 Greenwich St., New York, N. Y. 


Eight Factories and Fourteen Warehouses to Serve You 
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Products 
packed in 


Master ‘Metal Cartons 


LOOK BEST 
KEEP BEST 
SELL BEST 








A: Container Department 


MASTER men] «©. Revnotos Metars Company 


INCORPORATED 


CARTON DIVISION OF 


erAts co. Unitep States Foit COMPANY 


SEMONTELE Louisville, Ky. : 
ey, Brooklyn A Y- San Francisco of Quality 


US VADEL 


» do’ b help Sell Goods/ 


GOODS ARE OFTEN BOUGHT ON APPEARANCE, THAT 
IS WHEN GOOD LABELS HELP MAKE SALES. THE 
FEW CENTS ADDITIONAL COST FOR GOOD LABELS 
IS MONEY WELL SPENT. 


THEUNITED STATES PRINTING & LITHOGRAPH (0. - 


IN OBEECH ST., CINCINNATI. IOI N.3rd ST.,BROOKLYN. 
2§& CROSS St., BALTIMORE. ay veod S 
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FRUITS NUTS aia 
ASSORTED (HOCOLATES 


err Carton Designing is 

one thing. Honest workman- 
ship is another. Economical pro- 
duction is still a third. Continental 
Folding Paper Box Co. knows how 
to combine the three to everybody’s 


profit. 


CONTINENTAL 


FOLDING PAPER BOX CO., Inc. 
RIDGEFIELD NEW JERSEY 
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Color is “It” 


Shrewd advertisers 
know that the liberal use 
of color quickens turn-over 
and increases sales... 
for color attracts, 
entices, appeals 


ost 


Refer your Packing Problems to 


THE CENTRAL LITHOGRAPH COMPANY 


Main Plant & Office—Cleveland, Ohio 
Philadelphia Office—1001 Commonwealth Bldg. 






































We are proud of the Stamp of Approval given 


“HALLER” ROTARY FILLERS 


by the leading food packers throughout the world. 


You can’t go wrong when you follow the lead of firms like these, each using from two to thirty-six 
‘Haller’? Units. 


Heinz Nothing Better, FASTER, MORE DURABLE, Libby, McNeill 
a OE. Peed, SANITARY OR AS REASONABLE IN PRICE Ceesenivelt 
Snider Morgan 
Van Camp Harbauer 
Reid Murdock Vitavac Process 
Beechnut For Dominion Canners 
Pritchard Catsup, Vinegar, Chili PP " Cruikshank 
Ricker Sauce, Soups, etc. Weller 
Fame Stockham 
Redwing W. & W. Pickle 
Louden Tomato Prod. 
Ritter 4 Ny fc Vy and 
Hurff ome ae a 
Gibbs ‘ i mt forte Oe host of other 
American Pack. j : ne — — Prominent Packers 
Vincennes é 
We also 
We also manufac- manufacture 
ture the famous GANG & BENCH 
**HALLER” FILLERS 
Fruit & Berry Washer ‘ 








The standard for the past twenty years. 


HORIX MANUFACTURING COMPANY 


Manufacturers of ‘Haller’? Hand and Automatic Filling Machinery 
Corliss Station, PITTSBURGH, PA., U. S. A. 

















aE 


era ee ae a ne OY ad 


Modern Packaging 














IBRE CANS 


of. Every Description 


Here is one place where you can get a quality 
product, plus real service, at the same cost 
you would expend on a mediocre product. 


We manufacture fibre cans—square, round, 
oblong, with tin tops and bottoms and also 
complete with labels. 


Leaders in industry use our cans exclusively. 
May we quote you on your requirements? 


Ask for samples and prices 


R. C. CAN CO. 


121 CHAMBERS ST. ST. LOUIS, MO. 


The Bunn 
Package Tying | 
Machine 


Used in every line 
of industry. 


Our double wrap 
machine insures 
tightness. 


Our Turntable ma- 
chine automatically 
ties boxes both ways 
in one operation. 


Ranges in size from very small packages, 

up to large bundles of set-up boxes. 
Ten-day free trial in your plant 

Manufactured, Sold and Guaranteed by the Inventors 


B. H. Bunn Co. 


See our Data 


20-77 in the HICAGO 
7329-3 PACKAGING CATALOG © ‘ 
































I Vincennes Ave. ILLINOIS. 
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Solving the Problem 


in the Shipping Room— 


No company can afford to be with- 
out this wonderful labor saving ma- 
chine regardless of how small or how 
large his production may be. There 
is a Harmon Sealer that will answer 
his requirements. 


After Container has been sealed 


Pressure evenly applied on surface 


1—Metal Construction throughout. 
2—Simple! Rigid! Foolproof! 
3—Requires no skilled labor to operate. 


4—Applies an equal amount of Pressure on all sealing 
surfaces of your container. 


5—Shipping container carries better in transit. 


Write Today for Particulars 


The HARMON SEALER 


628 W. Jackson Blvd. Chicago, Ill. 
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OU can feature this box in 
your national advertising 
and be “‘different from the rest.”’ 


At one stroke you can evoke 
favorable comment for your 
products from the long-suffer- 
ing public condemned to old 
style boxes. 


It SLIDES open with the pres- 
sure of your thumb! No cum- 
bersome manipulating nor 
broken nails! 


Contents remain IN THE BOX— 
they don’t spill on the floor. 
Fits in the vest pocket or hand- 
bag. 

Can be filled automatically. 
Lithographed — you bet!— and 
how! 


FERDINAND GUTMANN & CO. 
2nd Ave. & 39th St. Brooklyn, N. Y. 
also makers of 


Saniseal Metal Milk Caps 
Crown Corks 


Special Purpose Caps 
Distilled Water Caps 
METAL SCREW CAPS 
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Danger! 


Unseen losses are 
draining your profits 





Little drops of water are capable 
of wearing away the hardest stone... 
Just so continuous overweight losses 
can wear away your profits. 


It’s easy to overlook the little 
things... quarter ounces seem insig- 
nificant by themselves... But added 
together they quickly make pounds 
and tons... even carloads of expensive 
merchandise GIVEN AWAY. 


You can stop overweight losses 
forever by installing ‘EXACT 
WEIGHT”’ SCALES... Thousands of 
manufacturers have done so, why not 
you? 


The Story of “EXACT 
WEIGHT” SCALES is an 
interesting one. May we 
give it to you complete? 
No obligation of course. 


“EXACT 
WEIGHT” 
SCALES 


Manufactured by 
THE EXACT WEIGHT SCALE CO. 


1303 W. Spring Street, Columbus, O. 
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Adhesive Specialists 


SEALING and LABELING ADHESIVES for all types of machines, labels, and boxes. 
Write us your needs and troubles. 


Prices and samples quickly furnished. 


The F. G. Findley Company 


Adhesive Manufacturers Milwaukee, Wis. 
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WHEN ORDERING 


Re CORRUGATED or SOLID FIBRE 


ROBERT GAYLORD, INC. 


GENERAL OFFICES~+*~ SAINT LOUIS 























Here’s a machine (Vailco No. 3) that cuts from the roll and assembles partitions 
ready for insertion into your boxes. 

All sizes of partitions completely locked—will not fall apart. 

One man operation. 

Speedy, efficient and economical. 

You can reduce the cost of your partitions by its use. 

Full particulars on request. 


PARTITION MACHINERY, INC. 


569-589 E. Illinois St. Chicago, Ill. 
Cable Address: SELF-LOCK, CHICAGO 
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STAPLING WIRE 


has three exclusive features 


1. Accuracy in temper-width-thickness 
2. Continuous length coils 


3. Galvanized rust-resisting finish 


SILVERSTITCH feeds 
smoothly in the stapling 
machine, pierces the box 
easily and forms the 
strongest staple on the 
market. <A sample coil, 
which we will mail to you 
free, will show why 
SILVERSTITCH is grow- 
ing so popular. Send for 
it today. 


ACME STEEL COMPANY 
General Offices: 2840 Archer Ave., Chicago 


Brooklyn Boston Atlanta San Francisco Montreal 














7 HE April issue of MODERN 
PACKAGING will be published 
ten days in advance of regular date 
of publication in order to be dis- 
tributed at the Convention of the 
American Perfumers Association. 


Please send your advertising copy in 
not later than March 18th so as to 
make the April issue. 


THE PUBLISHERS 














Insure your 
parcels 








IMPLY by inserting a North 

America coupon in each 
Parcel Post package you assure 
prompt adjustment in event of 
loss— with economy of time 
and effort. The cost is but a 
few pennies. 


Ask your local North America 
agent about Parcel Post Coupon 
Books—or send the coupon be- 
low for information. 


North America Agents are listed in the 
Insurance sections of classified telephone 
directories under ‘‘INSURANCE CO. OF 
NORTH AMERICA ”’ 




















the North America 


“*The Oldest American PIN 


Fire and Marine xt 
Insurance Company”’ 


Founded 1792 


Insurance Company of North America 
Sixteenth Street at the Parkway 
Philadelphia, Pa., Dept. (MP-3) 


Wants information on Parcel Post Insurance 











ee eget a etme eten Weal 





Modern Packaging 





INDEX TO Hirinsatilnscan ater 





Me A tm ns Selanne nil Wiehe oe aay 





Acme Steel Co.. . 83 
Aluminum Company of America... 61 
American Can C Back Cover 
American Coating Mills 19 
American Machine & Foundry Co. 18 
Arabol Manufacturing Co., The.. 5 
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eGINS wil appearance 


\ J\ IIX.N: women shop . . the desire to That is why many manufacturers — desiring 
fa f : 
buy, or lack of it, only too often to attract women buyers — place their faith 


depends on the appearance of the product. in Canco containers. \Vhatever the product 





They pick up the package in order to form ; ‘ . 

ie, there is the assurance that Canco creative 
their impressions. ‘Containers that suggest be , : ; 
; : : : ability and mechanical ability will turn out 
quality, cleanliness, careful preparation will do he | LI 
Lait ol. selling. the best possible package 


(Flave your nearest Canco representative show you packages de- 


signed to create in women the desire to buy your product.) 


= as AMERICAN CAN COMPANY 


CONTAINERS OF TIN PLATE - BLACK IRON - GALVANIZED IRON — FIBRE § 
METAL SIGNS AND ] . DISPLAY FIXTURES 
New York Chicago Sales offices in all 4 


2 ee & San Francisco principal cities a | E 
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